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Sales Plan For Kitchens 


Employe Quiz * Ad Layouts * Displays * Design Trends * New Products 
STARTS ON PAGE 25 
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Manufacturers Vigorously Defend Expansion Plans—page 10. 
ALSO How to Layout a Newspaper Ad—page 48. 

INSIDE: Insulation is Key to Whole-House Remodeling—page 40. 

Dealer Tells How to Sell Components to Contractors—page 54. 
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Craftwall has that genuine hand-rubbed 
look .. . professionally prefinished to give 
the most durable wood finish known. 
Every ‘“‘plank’’ is hand-selected to show 
rich, natural grain! You can supply hard- 
wood Craftwall for an 8’ x 12’ wall for 
approximately $60. 
They’re real sales makers for you . . . these 
two appealing rooms pictured above. Both 
are featured currently in Craftwall adver- 
tising in Better Homes and Gardens. They'll 
make your customers want the same rich- 
ness and warmth in the homes they’re build- 
ing or remodeling. 

It will pay you to help them get what 
they want. Tell them all about Craftwall’s 


TV star, wanted a 
charming room for 
Liza. Using birch 


with daintiness. 
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nine beautiful woods: Elm, Maple, Cherry, 
Birch (2 tones), Walnut, Oak, Mahogany, 
and Knotty Pine. Homeowners (and build 
ers, too) will appreciate the 4”-thick mod 
ular size Craftwall panels (48"x96”, 48” 
x84”, 32”x64”, 16”x96”, or longer). These 
handy panels go up fast and easy with 
nails or Roddis Contact Cement 


Roddis also offers custom Hardwood Paneling Doors 


Circle No. 1 on Coupon 


Stevan Dohanos designs a den 
using walnut Craftwall. His 
artist's feeling for beautiful wood 
tones is reflected in this versatile 
working-relaxing room 


Your prospects will like Craftwall’s finish. 
Smooth and lustrous, yet so tough it shrugs 


Needs no waxing 


off dirt, scuffs, stains. 


Every buyer gets a written guarantee that 


Craftwall paneling will last the life of his 
home. Coupon below brings details. (In 
New York, visit Roddis’ Rockefeller Center 
Showroom, 620 Fifth Ave.) 


Wood Finishes Adhesives Plywoods Timblend 
Dealers’ Craftwall Fact File on request 

Roddis Plywood Corp., Dept. AL-258 

Marshfield, Wisconsin 

Please send me the Dealers’ Fact File on Craftwall 
Wood paneling 

Name 

Firm 

Address 


City State 








Here’s a New, Big Ticket Sale to 
Increase Your Volume and Profit 


If you want to get a bigger share of the building contracts 
in your community, look at what Bostwick Chan-L-Form 
steel studs can do for you. 


Steel studs are basically part of a dealer’s business. You 
sell them to your plastering and lathing customers along with 
the metal lath. So why let these extra sales and extra profits 


go by you? 


It's easy to figure quantity and prices of Chan-L-Form Studs. 
Bostwick will gladly furnish all the literature and prices you 
need. You can get extra assistance by writing or phoning 
Bostwick, and you will get first-hand help quickly. So start 
now by writing to Bostwick for literature and prices. 


THE BOSTWICK STEEL LATH CO. 





107 HEATON AVE. - NILES, OHIO 
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Bostwick 
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TRINITY WHITE 
Meets all SELLS: 
Federal and 


ASTM speci- IT’S THE WHITEST WHITE PORTLAND CEMENT 


A fine 
product — consist- 
ently advertised to 
the buyers in your 


territory 


TRINITY \'/;|| |: 


PORTLAND CEMENT 


Stock it for use NY 


in architectural concrete 
units... stucco... terrazzo... 
cement paint... ornamental, 

light-reflecting and mis- 


cellaneous uses 


\ 


A Product of GENERAL PORTLAND CEMENT CO - Chicago - Dallas - Chattanooga - Tampa - Los Angeles 
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for ceilings, too... 




















for curves in kitchens for doors so true 


@ Weyerhaeuser 4-Square Hardboards have scores of 
building and remodeling applications. Made by an 
improved, dry-process method, panels are outstanding 
for their uniformity of density, surface and thickness. 
They are grainless, dimensionally stable, will not 
crack, split or splinter; have flexibility for bending 


ys to push eal to simple curves of small radius without rupture. 


——— Made in different types to meet a wide range of 
aeu ser P i needs, 4-Square Hardboards have many advantages 

weye rh and features. ‘Tempered Weytex has high strength 
ee and an exceptionally smooth painting surface; is suit- 

able for either interior or exterior use. Standard 

Weytex* is strong, durable, has excellent nailing 

quality. Perforated Board is available in Tempered 

or Standard types with clean-cut precisely punched 

holes. Weylite*, a lower cost, lower-density board, 

cuts cleanly, is smooth, sliver-free. Weyerhaeuser’s 

line of 4-Square Hardboards offers quality with 

economy and beauty that sells. Samples on request. 


*T.M. Reg. 


| Weyerhaeuser Sales Company 


TRADE PROMOTION DEPARTMENT 
First National Bank Building + St. Paul 1, Minnesota 
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LATE AND 
IMPORTANT 


Newscast 


AMERICAN LUMBERMAN, FEBRUARY 3, 1958 


PRESSURE GROWS FOR LOWER PRICES ON HOMES. 


Builders still blame financing for most of the decline in starts, con- 
veniently disregarding the fact that the cost of new construction has increased 
58% from 1947 while all goods and services on the average increased only 25%. 

Retail sales in November averaged out at 3% above the same month in 1956 
and would have turned in a better performance if appliance sales hadn't slumped 
so badly. Big food industry increases are not the result of price rises but 
larger sales of non-food lines, up-trading on quality and more sales of highly 
processed foods. 

You can't say there's a buyers' strike on homes—not when 1 million starts 
began in 1957. What is apparent is a growing conviction that newer cost-saving 
construction methods must be included in 1958 homes at a faster pace if volume 
is to grow in the face of competition for the consumers dollar. 





























CRASH PROGRAM FOR HOUSE COMPONENTS. 


Competitive conditions in building materials will mean few price increases 
this year—sole exceptions could be lumber and plywood. Labor costs will rise 
moderately, much less than last year. Scores of developments are in the works 
to encourage faster, less costly building methods. 

The Lumber Dealers Research Council met recently in Chicago and are propos- 
ing a new program for lumber dealers interested and able to set up big volume 
fabrication of panels and trusses. There's a lot of talk about new window 
components. 

Because improved land often adds so much to the house price, there's a 
strong lumber dealer interest in getting into land development. An even more 
important step are the contacts now being made by various industry groups with 
top union officials in the building trades. The conviction is growing that many 
new building methods will be blocked unless labor is fully sold on understanding 
and cooperation. The progress made with the masonry trades shows what can be 
done if labor is worked into the picture from the beginning, when a new de- 


velopment is ready for marketing. 


























MERCHANDISING DEVELOPMENTS FROM HERE AND THERE. 


HIC, successor to OHI, continues to get support, anticipates 10,000 members 
by July 1. So far 600 retailers have signed up. The newspapers of the country 
have just prepared an eight-page supplement which can be distributed by your 
local paper tied to HIC. Sears Roebuck is merchandising a 24-page, 4-color 
brochure headlined "Modernize . .. Come to Sears for one-stop Home Improve- 
ments." There isn't a single appeal to the customer in the folder which can't be 
offered by the lumber dealer. Western Auto Supply is taking on combination 
windows and doors, plus other building Specialties. Johnson & Hewlett, Memphis 
builders, now have a “lay away plan" for new homes. Idea is $100 down, $50 to 
$85 monthly payments until down payment is accumulated. A Chicago foundation 
predicts that within 10 years lumber manufacturers will be operating plants and 
equipment on a leased basis to free working capital. 

















LINE YARDS SHARPENING UP OPERATIONS. 


Reports keep coming in that the larger chains of line yards are about ready 
to begin major revamps of their operations. Pruning away unprofitable yards has 
been underway for sometime, will be accelerated. Even more significant are the 
major changes being planned along merchandising lines. Basic idea is a hard 
look at the unit's class of trade .. . then fitting each yard of the chain 
into a category . . . which will then be serviced promotionally by pin-pointed 
merchandising. Sounds simple enough but one line yard outfit will spend 
$500,000 or more to achieve greater sales efficiency. 
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Why the trend to prefinished plywood paneling 


The Weldwood line offers your customer the most complete selection of 
factory-finished Plywood Paneling in the industry. 


@ Hardwood paneling, standard and V-grooved 
@ Textured wood paneling 
@ Plankweld* —16'%4''-wide prepackaged, clip-installed paneling 


WELDWOOD PANELING 


ls Fenitly 





WELDWOOD PANEL PARADE displays over 70 types and finishes of high-markup Weldwood Paneling. A selling tool that 
helps your customers visualize the beauty of Weldwood Paneling right in their own homes, this display has helped 


dealers all over the country to increase their paneling profits 


Weldwood Prefinished Plywood Paneling 
offers a genuine lacquer “fine furniture” 
finish for utmost durability and beauty. 


@ Your customers are attracted by the lustrous 
beauty of the panel 

@ Builds tremendous sales appeal, thanks to its 
low-maintenance features 

@ Builders prefer it because it saves them costly 
on-the-job finishing time and labor; helps sell 
their homes faster 

PREFINISHING WELDWOOD PANELING (right) at United States Ply 

wood’s new, modern, high-production prefinishing plant at 

Orangeburg, S. C. Weldwood Paneling’s de ep wood luster makes 

your selling job easier because its beauty, easy installation, and 

easy maintenance features make it hard for your customers 

to resist 


PLYWOOD - ADHESIVES - FIRZITE® 


United States Plywood Corporation, 
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pays off higgest for WELDWOOD dealers 


Weldwood Prefinished Paneling is backed by full-scale, comprehensive 








| selling programs to increase your turnover and put 
bigger-than-ever profits in your pocket. 


National advertising to consumers and to homebuilders 

Thoroughly tested sales promotion programs that create big consumer demand 
Sales training for your salesmen 

Pretested, sales-quickening displays 


Prompt delivery from nearby Weldwood warehouses 


“* WELDWogp PANELING ~ -.. 





NATIONAL ADVERTISING, such as these full-color pages in forthcoming issues of Better Homes and Gardens and House 
Beautiful, represents just one of the ways Weldwood helps you sell your builder and homeowner customers on luxurious 
Weldwood Prefinished Paneling. The ads stress the beauty, ease of maintenance, and durability ( guaranteed for the life 
of the building) of Weldwood Paneling, and urge the reader to see the wide selection of Weldwood Paneling at his 


Weldwood dealer’s. ‘ 


ANOTHER WELDWOOD SERVICE TO INCREASE YOUR PROFITS 
Ask your Weldwood representative to tell you about the new “Weldwood 
Profit Development Plan,” of which the Weldwood Clinic is a part. He'll 
show you how this carefully planned, fully tested program can help you 
enjoy greater sales of Weldwood Paneling and related products to 
remodeling and new construction prospects in your trading area. It’s all 





\ FREE to Weldwood dealers who display and sell the Weldwood line. 


‘ IMPROVE, 
@ 


WOOD PANELING =: 


- SATINLAC” - FLEXIBLE WOOD-TRIM”* 
55 West 44th Street, New York 36, N. Y. 
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What’s Happening 


1958 


FEBRUARY 3, 


Plant Expansion Poorly Timed, Say Critics; 


Manufacturers V igorously Defend Actions 


¢ Forbes magazine, reporting viewpoint of stock investors, 
blames Big 10 building material producers for management 
methods which have resulted in long drop in earnings per share. 
Included in accusations is claim that plant capacities were ex- 


panded at peak of boom. 


¢ The criticisms of over-expansion put into focus, in this win- 
ter of economic doubt, the question of future building markets. 


¢ Reaction of our industry’s manufacturing leaders, as told to 
American Lumberman, is aptly summed up by F. K. Weyer- 
haeuser, president, Weyerhaeuser Timber Co., who said: 
“Because we live in a world of fluctuating demand, it is inevi- 
table that excess capacity will exist from time to time. It is 
difficult to see how the public demand can be met on any other 


basis.” 


“During the past five years... far 
from having prepared themselves for 
the inevitable slowdown in building, 
the 10 major building materials manu- 
facturers had, if anything, tended to 
lavish their hard-won profits on ex- 
pansion when they should have been 
pulling in their horns.” 

That was the indictment made by 
Forbes magazine of finance in its an- 
nual report on American industry last 
month, digesting the sentiment of Wall 
Street investors. The composite share 
earnings of the 10 leading building in- 
dustry manufacturers has dropped 
steadily since 1955, while total con- 
struction outlays continues to climb. 

Besides the accusation of expanding 
at the peak of a boom, the magazine 
said stockholders were vexed because 
the “Big 10” companies used “old 
maidish” financing and showed a “gen- 
eral lack of imagination, including 
failure to develop new materials and 
new selling methods.” 

Singled out for praise was U. S. 
Gypsum and, to a lesser degree, Arm- 
strong Cork and Lone Star Cement. 
The remaining members of the Big 10 
are American Radiator, Crane Co., 
Georgia-Pacific, Johns-Manville, Na- 
tional Gypsum, U. S. Plywood and 
Weyerhaeuser Timber. 

Despite the possibility of a renewed 
building boom in line with population 
growth, the consensus of investors, as 
reported in Forbes, is that with in- 
creased competition, the outlook for 
stocks among the 10 largest manufac- 


10 


turers “is not exceptionally good.” 
This, of course, has implications for 
the whole building industry. 

In connection with the assumption 
that remodeling and repair would help 
compensate for a decline in new hous- 
ing, Forbes’ editors commented that 
the improvement market “was unques- 
tionably ample fare for smaller com- 
panies, (but) for the giants it would 
be subsistence diet.” 


Changes not apparent. Commenting 
on the criticisms of the building indus- 
try’s past and future plans, C. J. Back- 
strand, president, Armstrong Cork Co., 
said that more progress and change 
have taken place in the past few years 
than is apparent to the casual observer. 
This may explain, he said, perhaps why 
the building industry is generally being 
de-emphasized by the financial com- 
munity. 

“The building industry is a sprawl- 
ing giant,” Backstrand explained. “It 
comprises literally thousands of manu- 
facturers, distributors, dealers, archi- 
tects, engineers, contractors and build- 
ers and suffers from a complexity of 
problems of financing, tradition, labor 
restriction, codes, ordinances and po- 
litical considerations. Because of this, 
change tends to take place slowly and 
is difficult to see when it does occur. 

“We (at Armstrong) firmly believe 
the industry presents favorable pros- 
pects for both the short and long range. 
To be sure, there are cross currents 
here, but with such factors of strength 
as a fairly stable level of new home 


February 3 


building, an unusually high rate of 
school construction, and strong repair 
and modernization activity, prospects 
today are certainly as favorable as 
most other industries if not more so. 

“Ever since the end of World War II 
until quite recently, the building in- 
dustry has been asked to do just one 
thing — produce more. Not too long 
ago there was even talk of investiga- 
tion over alleged lack of capacity. It 
should not be too surprising now that 
some extra capacity is available and 
that not everyone in the industry has 
been able successfully to switch empha 
sis immediately from production to 
merchandising.” 

Backstrand said that Armstrong 
Cork Co. did prepare in advance for the 
current slowdown, which as long ago 
as 1953, Armstrong publicly forecast 
would take place in the latter part of 
this decade. 

In regard to the charge that manu- 
facturers are still placing their faith 
in elaborate long-term projections of 
future growth, Backstrand said: 

“For us, the charge is not true. 
While it would be unwise to disregard 
or to fail to plan for the renewed ex- 
pansion of building expected to occur 
in the decade of the sixties, we have 
long held that it is equally unwise to 
make current plans on the basis of 
straight-line projections into the fu- 
ture. We have repeatedly called at- 
tention to the ‘interim period’ between 
booms and emphasized that it de- 
mands imaginative, aggressive, flexible 
management. 

“All and all, we are obviously more 
optimistic about the outlook and pros- 
pects for the building industry than 
the Forbes analysis.” 


Confidence in future. Most other 
executives of the Big 10 producers who 
distribute through retail building ma- 
terial channels also termed their long- 
term outlook as good, despite the 
Forbes interpretations. One topnotch 
chairman of the board put it this way: 

“The criticism of over-expansion is 
particularly unfair because those com- 
panies which have expanded did so to 
reduce costs or bring out new materials 
and they could not know that a delib- 
erate tight-money policy would be in- 
stigated within our economy, which 

(continued on page 12) 
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ACTUAL SIZE—END OF FLOORING STRIP 
(NOTE SIDE AND END MATCHING) 


3/8” thick solid oak 
lays over old floor 


Here’s a brand new oak floor that’s 
loaded with sales features for the profit- 
able remodeling market. 

New Bruce Crestwood Floor is 2” 
wide by only %” thick... designed to 
be laid right over old wood floors, or 
conventional subfloors in additions, 
attics and other areas, 

It has ample wearing surface, but 
the thinness of Bruce Crestwood makes 
it ideal for remodeling work and cuts 
way down on bulk, weight and cost. 


Beautiful red oak, nished 


the famous Bruce Way 
Bruce Crestwood, produced in red oak 
only, is pratorent prefinished. The 
deep-penetrating énish is baked into 
the wood, then waxed and polished for 
maximum beauty and durability. 

The flooring is ready for use as soon 
as it’s laid, without the mess and ex- 
pense of on-the-job finishing. 


® Lays over old wood floors or standard 
wood subfloor 

# Extremely easy to install 

# Prefinished for beauty and durability 
® Nails and laying instructions provided 
® Packaged for protection and ease of 
storage and handling 


Bruce Crestwood has many advantages 
for your customers and for you 


Crestwood 


# Easy to figure and price . . . each car- 
ton contains flooring to cover 25 sq. ft. 
# Stacks neatly . . . takes up little space 
* Helps you sell other products for re- 
modeling work 

# Priced to compete with best resilient 
floor coverings. 
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ro panel with 
eee = ae initial 
EF order 


With your initial order of 1000 feet or 
more of Bruce Crestwood Flooring, this 
attractive display panel with sales 
poster will be given free. 

The display measures 12” deep, 
18%” wide and 18” high, and really 
shows the beauty of this new flooring. 
Exhibited along with a few cartons of 
Crestwood, it’s sure to produce sales. @ 
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Here’s a bright new idea in strip oak 
flooring. Along the tongue of each 
Bruce Crestwood strip are ink marks to 
show the exact locations for nails. This, 
plus tongues and grooves on sides and 


\ 
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Nail markings make Bruce Crestwood easy to lay 









ends, practically guarantees a trouble- 
free installation by even the most inex- 
perienced “do-it-yourselfer.” The ex- 

rienced carpenter will appreciate this 
1elpful feature, too. 


a 


Everything oe 


needed for a new floor in 
one package ... even nails 


A strong corrugated carton protects 
Bruce Crestwood Flooring and makes 
it easy to handle. 

Inside the carton, separately pack- 
aged, is a sufficient quantity of 3d 
screw-type nails to lay the flooring. 
Complete installation instructions are 
included, too. Your customers just can’t 
go wrong when they buy Bruce Crest- 
wood Flooring. 


Crestwood carton is easy to 
handle, easy to stock, easy to price 


Each carton of Bruce Crestwood con- 
tains enough flooring to cover 25 square 
feet of area. This includes allowances 
for matching and cutting waste. 

Flooring, in lengths from 10” to 8’, 
is nested inside the carton which meas- 
ures 8’ 2” by 4%” by 3%”, and weighs 
just 34 Ibs. 

The carton protects the flooring com- 
pletely and makes it extremely easy to 
stock, handle, price and sell. It takes up 
little space, stacks easily and neatly, is 
ideal for palletized handling. 


E. L. BRUCE CO., Memphis, Tenn. 
World's largest maker of hardwood floors 


Mail coupon for more information 


BRUCE} E. L. Bruce Co. 
1640 Thomas St., Memphis 1, Tenn. 
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| Please send complete information on new 
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Bruce Crestwood Flooring. 
Name 
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What’s Happening 


would slow down much needed home 
building.” 

A. R. Fisher, chairman and president 
of Johns-Manville Corp., said that “if 
we in J-M permitted ourselves to be 
discouraged by temporary setbacks our 
company would never have weathered 
wars and depressions, economic upsets 
and business recessions. And we have 
done so because of our forward plan- 
ning.” 

“During the past year,” Fisher said, 
“we have completed or have under con- 
struction eight new plants and plant 
additions to increase mining and pro- 
duction of asbestos fibre and to produce 
insulating board, roofings, hardboard, 
floor tile and asbestos-cement pipe. 
Our expansion program has been based 
on careful and detailed studies of de- 
mands for our products in the immedi- 
ate years ahead and these show that, 
despite present conditions, this nation 
has by no means even approached the 
peak of the boom.” 

S. W. Antoville, president of United 
States Plywood Corp., also viewed past 
and current expansion of capacity as 
sound planning, despite Forbes’ com- 
ments. “Our company would be remiss 
in its responsibility if we did not base 
our long-term plans upon filling the 
housing needs of the population surge 
ahead of us,” he said. 


Antoville pointed out that to 
achieve the distribution pattern which 
can sell effectively in both the current 
and future markets, U. S. Plywood has 
invested $15 million in expanding 
branch warehouses from 49 to 111. 


Lack of imagination? One charge ex- 
pressed in the Forbes article was a 
“lack of imagination” among building 
material manufacturers. F. K. Weyer- 
haeuser commented: “The article seems 
to be aiming at financing methods, 
rather than products or production 
methods. Although it may not appeal 
to certain types of investors, we do 
believe that for certain companies a 
sound, conservative expansion based 
on retained earnings has its place in 
the picture as well as imaginative bor 
rowing programs.” 

The Forbes editors quoted Harold 
Boeschenstein, president of Owens- 
Corning Fiberglas Corp., as saying 
that the construction industry needs 
intensive merchandising. Boeschen- 
stein further explained to American 
Lumberman that his company is un- 
dertaking a three-year, multi-million 
dollar Comfort Conditioning Home 
Program to nationally merchandise 
the comfort and convenience of a fully 
insulated and completely wired home. 


New products. Commenting on the 
Forbes statement that there are in- 
sufficient new products in building, 
Armstrong’s Backstrand said that our 
industry must admit that the record is 
not particularly outstanding. “How 


Easier Now to Qualify for FHA 


Kitchen equipment, coolers, get approving nod for inclusion in 


government-insured mortgages. 


Relaxation of FHA credit restric- 
tions, allowing buyers to carry heavier 
loans in relation to income, and further 
liberalization in regard to appliances 
in FHA mortgages, are part of a con- 
tinuing program to help bolster hous- 
ing in 1958. 

The moves will theoretically put 
some families in the housing market 
who would not~-otherwise qualify for 
FHA insured mortgages. 

Federal Housing Commissioner Nor- 
man Mason also announced that his 
agency will no longer require FHA 
house buyers to pay closing costs of a 
new home in cash. Now the builder or 
the seller can absorb the closing costs. 
In effect this can result in lower down 
payments. 

In a directive to field offices on credit 
philosophy, C. B. Sweet, FHA deputy 
commissioner, explained that families 
should be able to supply housing ex- 
pense up to a third of their first $3,000 
of after-tax-family-income, plus a fifth 
of that income over $3,000. For ex- 
ample, a family income of $5,300 could 
support a mortgage of $12,000, accord- 
ing to FHA figuring. 
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The “green light” for mortgage in- 
clusion of built-in kitchen appliances 
aud air conditioning brought renewed 
protests from the National Retail Dry 
Goods Association and other groups 
who want to sell appliances separate 
from the home mortgage. 

Meanwhile, the Commerce and Labor 
departments said that new private 
housing activity went down 10% in 
dollars to $12.2 billion in 1957. This 
was about the same relative decline as 
in 1956. 


Real Estate Activity Down, 
Mortgage Rates Up 


The year started with continued 
downward slide in real estate activ- 
ity, but prices surprisingly firm, ac- 
cording to Roy Wenzlick Co., St. Louis. 

Average real-estate rate of record- 
ed mortgages, according to compila- 
tion from 12 cities by Wenzlick, was 
5.6% as of November, 1957. Al- 
though this is the highest average in 
many years, it remains under the av- 
erage of 6% prevalent in the 1920’s 
and before, Wenzlick said. 


February 3, 1958, AMERICAN LUMBERMAN AND 


ever,” he said, “hidebound tradition, 
limiting codes and ordinances, restric- 
tive practices of labor and reticence 
by many builders and_ purchasers, 
make it most difficult for any manufac- 
turer that develops a new material or 
method of application to gain rapid ac- 
ceptance.” 

In this connection, Melvin H. Baker, 
chairman of the board of National 
Gypsum, reported: “Products such as 
asbestos, gypsum and lime are still 
the basic materials of our industry be- 
cause no other materials have been 
developed which can compete with 
these natural products where volume 
and cost are primary considerations. 
Although the basic materials remain 
unchanged, there has been a constant 
development by building material man- 
ufacturers of new products and new 
applications which make today’s home, 
office or industrial building far superior 
to similar construction in years past.” 

Baker said that National Gypsum 
has expanded on a continuing basis 
since the end of World War II, “obliged 
to disregard temporary building lulls 
and booms in order to keep pace for 
demands of America’s growing econ 
omy.” 

G. J. Morgan, vice president of 
United States Gypsum Co., said that 
U.S.G. “interpreted the Forbes article 
as being quite complimentary to Unit- 
ed States Gypsum’s general perform- 
ance” and did not comment on the gen- 
eral industry-wide implications in the 


article. 





LUMBER PRICES 

BALTIMORE—The southern pine 
and fir markets are quiet, although 
inguiries for fir are definitely on 
the increase. Hardwoods remain 
very quiet and prices fairly stable. 
The only noticeable price change 
recently has been in Honduras ma- 
hogany, which advanced some $75 
per M. It currently brings around 
$600 per M. 

TACOMA Market generally is 
no better. Orders, while light, hold- 
ing about same volume as at year 
end. Prices generally stabilized; 
plywood seems to be holding steady 
at $72 for index grade. The five- 
month-old Boommen and Rafters 
strike against several mills and log 
dumps continues, 

SAN FRANCISCO Northern 
California’s lumber industry is still 
in throes of adjusting to end of mill 
shutdowns, which have helped to cut 
production. Random length standard 
and better is bringing about $55 at 
mills, with few sales. 

KANSAS CITY—On key dimen- 
sion items, 2x6s and 2x4s in 14’ 
and 16’ lengths are holding un- 
changed at $88 to $90 per M. On No. 
2 boards the price for 1x8s is $80 
for air-dried and $82 for kiln-dried 
and 1x6s are bringing about $2 less 





per M. 
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‘PLYWELSH PACKAGE” “PLYWELS 
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The PlyWelsh ‘‘Package”’ forces the sale of related items. 
Instead of just selling plywood, you sell the complete 
package . . . everything pre-finished—everything 
matches. That means more money per 

sale, more profit for you. 


FINISHED WITH BRUCE PATENTED PROCESS 


OUTWEARS SURFACE FINISHES 14 TIMES| 
Everything prefinished— PL LSH 
Everything matches! 


Write for the name of your nearest distributor. 
Manufactured exclusively by the Welsh PlyWood Corporation, Memphis, Tennessee 
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Shakertown 


CEDAR SHAKE 


GLUMAC UNITS 


Hand-selected, Western Red Cedar shakes electron- 
ically bonded to insulation backerboard (4634” long) 
easy to handle and apply...prestained in 12 


rf olors 


Shakertown 


CEDAR SHAKE 


SIDEWALLS 


Highest quality prestained real 
wood shakes, and applied over a 
second course of natural shingles 
give sidewalls of beauty, texture 
and unsurpassed durability. 


Shakertown 


STAIN 


Heavy-duty stain available 
in Shakertown’'s 12 colors 
plus intermix colors. Rich- 
ly pigmented for maximum 
coverage and long life. For 
shakes, shingles, siding 
and fences. 


. Shakertown 


JIFFY CORNERS 


Shake corners finish in a flash with 
strong, weather-tight “Jiffy’’ Cor- 
ners. Made of metal, die-fluted to 
match shake striations and colored 
to match the shakes. 
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Shakertown 


Shakertown, the preferred cedar shake... preferred by builders for speed of application and 
profit ... preferred by architects for color and design... preferred by consumers for beauty 
and durability ... preferred in every way by the folks who buy from you. In 1958, Shakertown 
will continue its dynamic promotion program to keep your customers sold on Shakertown 
and on you, the Shakertown dealer! 





' mat’ 10 MORE 
PER SQUARE USING 
Shakertown 


GLUMAL UNITS 


tag Thiet 





3 : BUILDERS 
Alsed Wat Maye aageg™ 


“I make $10 more per “With shart mn ee “Glumacs save time and 
square with Glumacs.” I build houses faster and money on the job.” 
sell them faster.” 
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ee E. ARCHITECTS 
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“1 like the color “My anaes invariably ee e “The real wood of Glumac 
selection in prestained of the color and texture of Units gives naturalness 
Glumac Units.” Shakertown Glumacs.” to modern design.” 











Bele a a 
CONSUMERS 


Doesn’t this all add up to more profit for you? 
Send me your DEALER PROFIT-MAKING IDEAS 


Shakerto Lc PS RATION 


20310 Kh De PAL GCLEVELAND 22, OHIO 


Shakertown GLUMAC UNITS SIDEWALL SHAKES - STAIN - JIFFY CORNERS 
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What’s Happening 





Dealers Increase Co-op Purchasing 


Lumbermen find new ways to compete u ith discount yards 


Co-op buying as well as intensified 
purchasing by retailers from cash-and- 
carry retailers are two major buying 
methods being used as a result of 
cash-and-carry discount retailing, ac- 
cording to the latest marketing study 
by American Lumberman editors in 
Michigan, seat of cash-and-carry ac- 
tivity. But even these methods aren’t 
maintaining volume and profits in all 
cases; dealers say conventional whole- 
sale services are still bringing orders 
from retailers. 

These purchase plans are aimed at 
enabling dealers to offer their own 
cash-and-carry prices. Once low pur- 
chase prices have been achieved, the 
Michigan men are offering their buy- 
ers two—and sometimes three—price 
schedules. 

“The more service you want, Mr. 
Customer, the more you pay,” they 
say. 

The lowest price schedule is rough- 
ly 15% over landed mill cost; the 
highest has markups of 33%—50% on 
lumber and other building items. 


Co-op volume rises. Co-op buying 
groups of non-competing retail lumber- 
yards have been operating in Michi- 
gan since the mid-1930’s. In recent 
months dealers say they have assumed 
new importance. Since it is hard to 
get into one, new ones are being dis- 
cussed, dealers tell A. L. But, they 
point out, co-op buying has its prob- 
lems. 

Effect of these groups is to give 
retailers a saving in their buying of 
nearly 7% below the manufacturer- 
wholesaler price level, it is claimed. 


Cash-and-carry wholesale. Although 
unconfirmed, have reported 
that cash-and-carry principles are be- 


dealers 





New Interior Uses Boost 
Ornamental Iron Sales 


Ornamental wrought iron has had a 
40% increase in popularity with its 
introduction into the interior of the 
home, according to Neil Murray, 
Standard Equipment, Inc., Bel Air, Md. 

“Owners of apartment buildings, 
both old and new,” Says Murray, “are 
loing surprising things with orna- 
mental iron in decorating and remodel- 
ing. This interior decorating demand 
is creating a new market for the prod- 
uct. Standard dealers are averaging 
$1500 monthly in sales volume and in 
some markets the volume is much 
higher.” 
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ing applied to wholesaling. At least 
two are reported in Michigan, one in 
Ohio. With one such organization, if 
you are prompt pay and get an invita- 
tion to purchase, you can buy mate- 
rials at slightly above the mill price 
plus freight, one piece or a carload. 


Money talks. With both these buying 
methods, cash is king. 

“If we don’t discount our bills— 
send check by return mail—we get a 
nasty letter and a copy of the by-laws 
from the buying office,” laughed one 
co-op member-retailer. 

This is necessary because co-ops 
operate on small working capital, 
Michigan sources reveal. One of the 
state’s largest has a capital turnover 
of more than 200 times annually, on 
a multi-million dollar purchase volume, 
according to report. 


Wholesaler's place. This does not 
mean the conventionally operating 
wholesaler is not strong in the area, 
dealers say. 

“We think these buying gimmicks 
are interesting but not permanent,” 
commented the buyer for a small line- 
yard organization. 

“We are sticking 100% to the sup- 
pliers who have served us well. They 
keep us in step with the market. In 
the long run we feel the prices we pay 
are in line with the co-ops. 

“Sure, we’ve got a cash-and-carry 
price, too, but many of our contractors 
are finding our services on our regular 
price schedule are worth more to them 
than we charge,” he continued. 


Builds sales. A wholesaler serving the 
Michigan territory, reporting a sales 
increase during the fall of 1957, at- 
tributed it to the strong program of 
dealer sales helps and merchandising 
he supplies to his dealer-customer. 

“Dealers who think that buying at 
cheapest prices will solve their prob- 
lems are due for disappointment,” said 
a buying group purchasing agent. 

“Strong selling and sound merchan- 
dising are still highly important,” he 
stated. 

American Lumberman editors are 
talking this month in Virginia, Indiana 
and Michigan at dealer and wholesaler 
meetings on cash-and-carry distribu- 
tion and its impact upon the retail 
lumber and building materials indus- 
try. 

Further distribution studies in other 
parts of the country are now being 
made by American Lumberman edi- 
tors and will be reported shortly. 


First Unit of Eastern 
Do-It-Yourself Chain 


After greeting 2,000 people during 
the three-day opening of his new 
Home Center in King of Prussia, 
Penna., owner William Drayman re- 
ports he is going ahead with plans for 
units #2 and #3 of this no-contrac- 
tor retail building products business. 

“Within three to five years we hope 
to have 30 Home Center stores oper- 
ating,” he said. 

Drayman’s organization is striving 
to reach “the individual who has 
never done any home repair and mod 
ernizing jobs around the house.” 

Initial volume of the store was re- 
ported to have been greater than ex- 
pected. The target volume was not 
revealed. 

Drayman plans all his Home Cen- 
ters in suburban areas outside major 
cities. The current one is near Norris- 
town and Philadelphia, Penna. Self- 
service, free job advice, cutting and 
delivery are stressed in newspaper 
and radio advertising. All possible 
items are packaged for self-service. 


New Lumberyard Ramp 


Coming in three sections, the wood- 
constructed portable ramp above has 
been designed to speed unloading of 
lumber stocks from freight cars where 
the lumber dealer has access to a sid- 
ing but whose yard facilities for a 
permanent ramp are limited. Mecha- 
nized loaders move inside the car with 
ease. The ramp has standard height 
of 4’ and is 38’9” in length when as- 
sembled. It is designed for use by 
either 3 or 4-wheel equipment, and 
for a maximum total load of 15,000 
pounds. 

Copies of the portable ramp design, 
No. 678, are available from Timber 
Engineering Co., Dept. AL, 1319 - 
18th St., N.W., Washington 6, D. C. 
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When we came out with our Rotary 
Mower file last year we knew it would 
WITH A sell. But the way it sold surprised even 


SHARPER BLADE | us. It beat our estimates by 3 times. 


eeMOlsoy Now we know what this file can do. 

2 So we're putting all the promotion pres- 
sure on it we can. Dominant ads in 
Popular Science and Popular Mechanics! 
Three advertisements in The Saturday 
Evening Post and advertisements in Farm 
Journal and Progressive Farmer — the 
full irha Week treatment, too. 


We're doing all we know how to 
reach the nation’s 5,000,000 plus rotary 
mower owners —to get turnover for you. 





Approximately $4 profit per dozen 
H ‘ a | Your cost. . . $7.84 per doz. 
ROTARY MOWER FILE Selling price $11.76 per doz. 

8B, YOUR PROFIT .....$3.92 per doz. 


Each dozen comes in the colorful new display you see above. 
Available with Nicholson or Black Diamond copy. Gets 
dollars of profits from inches of display space. 














And a dozen goes in no time. What's more, 
the full profit holds even with the extra 
volume you get during Hardware Week. 


ee ae 


Every Nicholson or Black Diamond Rotary Y 


j ; : At NOW Put the Nicholson or 
Mower file comes in a durable plastic protec- Ag ae : aig 
tive envelope. File handle and envelope have Black Diamond Rotary Mower file in your 


handy hang-up hole. Hang several near your want book now. When you order—order 
rotary mowers. big. That’s the way this file sells. 


BE READY FOR IRHA WEEK SALES—Order the Nicholson or Black Diamond Rotary Mower File Now 


2 U.S.A. In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) 


eeetso NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND — 
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IDEAL FOR 4 PANEL OR 2 PANEL 
FULL SIZE OR HALF SIZE DOORS 


Here's hardware that can't be matched 
for ease-of-operation, ease-of-installa- 
tion! New M-D Folding Door Hardware 
can be used on any interior door, on 
any thickness, for every opening! Gives 
full access to closets, yet saves valuable 
wall and floor space. Comes completely 
packaged with all necessary parts, 
screws and instructions. Try new M-D 


Folding Door Hardware today! 


Completely Packaged Sets 


for Every Door, Every Room 


necessary parts 
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TRACK FD-57 


Sturdy, extruded alum- 
inum track with bear 
ings properly installed 
comes in standard 
lengths for 20", 2'6", 
30°, 40”, 5'0” and 
60” openings 


No Floor Track Necessary 





if 
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HANGER H-56 


Heavy-gauge, cadmium 
plated steel hanger 
with lifetime nylon 
pivot. Used on all 
thicknesses of doors 
for both guiding ond 
pivoting 


Fits All Width Doors 





FLOOR PIVOT 
BEARING FLANGE 


Cadmium - plated steel 
flange is sturdy enough 
to support 
doors, yet small enough 
to be inconspicuous 
when installed 


heaviest 





DOOR PULLS 


Beautiful, modernistic 
extruded 
pulls with lifetime 
anodized Albright 
(chrome-bright) finish, 
or anodized Albras 
(brass color) 


aluminum 








INTERLOCKING 
DOOR GUIDE 


Cadmium-plated | steel, 
formed to align doors 
perfectly and smoothly 
Eliminates need for 
bottom track, Furnished 
with 4 panel door sets 





HINGES 


Durable cadmium 
plated steel complete 
with screws, Three 3” 
hinges furnished for 
each 2 panels. 





OKLAHOMA CITY 1, OKLA. 








DOOR HARDWARE 





NEW) v atest trend in space-saving 


silent-glide, trouble-free hardware 
for interior doors! 





Vp Ld 
Clearance 
to Door 
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Doors may be mounted flush with jamb using trim 
as fascia or set back from edge using quarter round. 


ONE PACKAGE FOR ALL DOORS */4” TO 1°/.” THICK 


TWO PANEL DOORS 


Completely packaged sets for 2 panel doors 
are available for 20", 2'6” and 3'0” open- 
ings. Some hardware fits all thicknesses of 
doors. Sets contain all necessary parts, plus 
screws and detailed illustrated instructions 
for installing. To order, merely specify num- 
ber of sets for each opening width desired. 


of sets for each opening width desired. 


FOUR PANEL DOORS 


Completely packaged sets for 4 panel doors 
are available for 4'0", 5'0” and 6'0” open- 
ings. Same hardwore fits all thicknesses of 
doors. Sets contain all necessary parts, plus 
screws and detailed illustrated instructions 
for installing. To order, merely specify number 
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SMOOTHER OPERATING 


Silent nylon bearing gliding in top quality 
extruded aluminum track assures effortless, 
trouble-free operation. Special track design 
prevents damage to track groove when instail- 
ing—onother plus! 





POSITIVE INTERLOCKING ACTION 
FOR PERFECT DOOR ALIGNMENT 


There's no question of door alignment with 
M-D's interlocking door guide shown above. 
Doors snug together perfectly and will not 
creep open. 





SEE OUR 
\ CATALOG IN 
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Want Lumber? |] Phone-Call Does It 


Vew wholesaler service to cut cost of lumber buying 


A new system of teletype communi- 
cations to facilitate buying and selling 
of lumber has been set up at Seattle. 
Known as the Lumber Communication 
Service, it is headed by P. Denby 
Mackie, Jr., general manager. 

“Wholesalers place their mill ship- 
ment orders and inquiries with a single 
message to LCS in Seattle,” Mackie 
said. “We distribute the message to 
the mills we serve which are qualified 
to fill the order. The deal then is com- 
pleted directly between mill and whole- 
saler.” 

Mackie said that more than 250 
wholesalers have subscribed to the 
service. At the mill end, between 50 
and 100 producers now have LCS tele- 
type service in their offices. Mills pay 
$100 per mon‘h for the service, while 
wholesales pay $10 per month. 

“The LCS service will cut the cost 
of present methods of buying and sell- 
ing lumber,” Mackie said, pointing 
out that it would eliminate many tele- 
phone calls from wholesalers now 
needed in placing orders. 


Seek a Package Increase 

A new three-year program of bar- 
gaining goals has been adopted at 
Portland, Ore., by the Western Coun- 
cil Executive Board of the AFL-CIO 
Lumber and Sawmill Workers’ Union, 
which has some 80,000 members. The 
program includes an immediate de- 
mand for a package increase amount- 
ing to 31l¢ an hour, including a 15¢ 
an hour across-the-board wage boost, 
10¢ for health and welfare and paid 
holidays valued at 6¢. 

In 1959, on an interim opening of the 
contract, the sawmill and lumber 
workers will seek improved vacations 
and pension plans for 1960. Earl Hart- 
ley, executive secretary of the Western 
District Council, reports 15 districts 
in the 8 western states and Alaska 
will begin negotiations on the package 
plan. The union’s current contract, 
calling for an average wage of $2.33 
an hour, with a range from $1.98 to 
above $3, expires April 1. 


General Plywood Sales Dip 

The General Plywood Corp., Louis- 
ville, Ky., had a loss of $506,291 in 
fiscal 1957 as its sales fell 12%. 
Treasurer Adolph Spear states the 
drop in the door manufacturer’s sales 
was due to a decline in residential 
building. 





Freight Rate Advances 

The nation’s railroads in December 
filed with the ICC tariffs proposing 
increases in selected freight rates and 
charges, which became effective Feb. 
1. The over-all increases are slightly 
less than 3%. Increases on commodi- 
ties listed in the tariff vary and rates 
on some commodities remain un- 
changed. Class rates and commodity 
rates not specifically listed were in- 
creased 2% 

The increase on posts, poles and pil- 
ing, ties, lumber, shingles and lath and 
articles taking the same rates; box, 
crate and cooperage materials; veneer 
and built-up plywood, is 2°. 

The increase on building paper and 
prepared rocfing material is 3%, with 
a maximum of 2¢ per ewt.; ipsulating 
materials, 5%, with a maximum of 5¢ 
per cwt.; building materials, 3%, with 
a maximum of 3¢ per cwt. 


Fir Plywood Sales Up 
Despite new plants and 
pacity that depressed 1957 prices, the 
western fir plywood industry’s sales 
were an estimated 6% ahead of sales 
the previous year. In an effort to ex- 
pand markets further, the Douglas 
Fir Plywood Assn, is keying its 1958 
promotional program to three areas— 
components and fabrication, home 
building and industrial use. It will 
promote a series of 10 fresh, high- 
style plywood home designs to retail 

lumber dealers. 


over-ca- 


AUTOMATION has now come to nailing. 
With the Wizset electric nailer, produced 
by B & H Homes, Kansas City, Mo., it is 
possible to nail as much as five times as 
fast as by hand and smashed thumbs are 
banished forever. It is portable, weighing 
37 pounds, and operates on house current 





ICC Takes Steps to Stop 
Transit Cars of Lumber 

The Interstate Commerce Commis 

on is taking action to stop lumber 
mills from shipping delayed movement 
or transit cars of lumber. It has filed 
complaints against the Union Pacific 
and Northern Pacific ra‘!roads, seek- 
ing injunctions under section 3 of the 
Elkins Act to prevent the two rail- 
roads from intentionally delaying the 
movement of carload shipments of 
lumber on their lines while the lum- 
ber shipper or broker seeks a market 
for the shipment and then directs its 
diversion to the market location. 

Where investigation warrants, simi- 
lar complaints may later be filed 
against other railroads engaged in ac- 
cepting carloads of lumber for delayed 
routing, reports executive vice-presi- 
dent H. R. Northup, NRLDA. The ICC 
act provides that the railroads and the 
consignors or shippers can be held 
equally liable where a violation of this 
kind is proven, says Northup. 


1957 Home Starts Hit 989,700 


Figure below 1 million first time since °49 


Private housing starts in ’57 to- 
taled 989,700, falling below the mil- 
lion mark for the first time since 
1949, reports the Labor Department. 
In December, private starts dropped 
to 60,800, the lowest since April, 1956, 
and nearly 5,000 below November. 
Total starts in December were 62,000, 
down from 78,000 in November. 

The 10% drop in the ’57 total from 
’56 was entirely in metropolitan areas 
and reflected a smaller volume of 
single-family houses, the agency said. 
However, the seasonally adjusted an- 


nual rate of private building showed 
an improvement in the last half of 
57 over the first half, rising from 
964,000 units to 1,011,000. 

A total of 49,500 units of publicly 
owned housing was begun in ’57, 
bringing the total of non-farm houses 
and apartments on which construction 
was started to 1,039,200. Public hous- 
ing starts for ’57 were double the rate 
for ’56 and the largest total in five 
years. The increase was primarily in 
dwelling units begun at military in- 
stallations. 
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HERE'S THE GREATEST REGINA PROGRAM EVER! 


introducing new better-than-ever models for 1958 






31 color advertisements 
in 17 magazines! 


Life 

Mele) 

McCall's 

Ladies’ Home Journal 
Better Homes & Gardens 
American Home 

Living for Young Homemakers 
House Beautiful 

House & Garden 

Sunset 

New Homes Guide 





Home Modernizing 


House & Garden's 
Book of Building 


House Beautiful’s 
Building Manual 


Bride's Magazine 








* America’s No. 1 Polisher iV fete (=iaem =iale(- America's most sensational 











New '68 Bride & Home vacuum cleaner! New '58 
EG | N A making 49 million consumer 600 
impressions from January 


CUSTOM 400 through June! 


f 
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Like no other vacuum! Sells like 






POLISHER & SCRUBBER 
The polisher most people know and _ Plus full-page ads on wildfire—even to people who already 
want! More heavily advertised than Regina Model A 16-inch own vacuums! Sales doubled in 1957 
all other polishers combined! Proved Twin-Brush Floor Machine alone! And ever) Elecirineen 
best for over 25 years! New °58 : pec ae owner raves about it! Great gift item! 
model improves on perfection with in 5 institutional publications New ‘58 model offers bigger filter 
better-than-ever motor, brushes tota/ circulation 200,000 area, roomier dirt cup, streamline 
design! 
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bumper, ventilating system! 






REGINA—TOP NAME IN FLOOR CARE! 


THE REGINA CORP., 14 Regina Avenue, Rahway, N. J. 


TIE-IN! GET TOP VOLUME WITH 








I am interested in the Custom 400 Polisher and Scrubber - the new 600 






f a : ; 

} Write TODAY for FREE dealer hel s i's Electrikbroom, Model A Floor Machine 

} 

i " aes Please send me 
Newspaper Mats r. Statement Stuffers ' Name and address of distributor for my territory 
Radio Commercials * TV Commercials ee 







Give-Away Booklets NAME STORE NAME 


ADDRESS 







{ ‘ ' CITY ZONE STATI — 
IN CANADA: Switson Industries, Ltd., Welland, Ontario 
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Food Supers to Promote 


Aluminum Awnings 

Food supermarkets in 50 major 
market areas will promote aluminum 
awnings from March through May, ac- 
cording to Reynolds Metals Co., which 
has assigned a staff of 175 consumer 
market salesmen to the supermarket 
promotion job. 

Forty million Reynolds Wrap pack- 
ages will carry an advertising message 
for awnings. Sample cartons for the 
household foil have a panel on which 
an awning dealer can imprint his 
message and use the packages as 
“door opener” gifts during calls to 
sales prospects. 

A complete dealer sales aid kit will 
be supplied to retailers. It will contain 
ad mats, direct mail pieces, order 
forms and informational material. 

Dealers selling awnings may obtain 
kits by writing to Reynolds Metals 
Co., 2500 S. Third St., Louisville 1, Ky. 


1958 Western Pine Directory 

Now ready for distribution, the new 
1958 Western Pine Association mem- 
bership directory lists more than 350 
lumber manufacturing plants and their 
sales offices in the 12-state region. 
Facilities and products of Western 
Pine mills are tabulated in the 8%x11", 
20-page publication. Additional col- 
umns this year show dry-kiln facili- 
ties and indicate plants which brand 
products. The directory may be ob- 
tained by writing the Western Pine 
Assn., Dept. AL, Yeon Bldg., Portland 
4, Ore. 


‘Name Me and Win a Ford” 
A nationwide contest to name the 
new little plastic pipe man pictured 
above is announced by the duPont Co., 
producer of Alathon 25 polyethylene 
resin for flexible plastic pipe, and 
Yardley Plastics Co., Columbus, Ohio, 
large user of the resin. For retail 
dealers in plastic pipe, the contest 
runs from March 1 to July 31. Four 
grand prizes, one for each of four re- 
gions, are 1958 Ford Rancheros. One 
hundred other valuable prizes also will 
be awarded. Yardley began sending 
entry blanks for this Name Me con- 
test with orders of Jan. 15. Dealers 
May use one, two or three words to 
name the little man and they may en- 
ter as many names as they have 
blanks during the contest period. 
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Home Improvement Contest Kit 


Dealers’ merchandising kit available from HIC 


Advertising and display materials 
to help local Home Improvement 
Council members make the most of 
the HIC’s national impact in their 
communities has been mailed to ap- 
proximately 1,000 dealers and others 
who have signed up as local HIC 
members. 

The new package, tying in specifical- 
ly with HIC’s $125,000 “How’s Your 
Home?” consumer contest, contains a 
variety of pennants, streamers, ad 
components and other merchandising 
aids urging homeowners to “get your 





e The merging of Yellowstone Lumber 
Co., Miles City, Mont., with Monarch 
Lumber Co. at Great Falls is an- 
nounced by Henry J. Sawtell, Yellow- 
stone president, and C. L. Briggs, vice- 
president and general manager of 
Monarch. Only personnel changes will 
be the promotion of Martin Swanson, 
Miles City, to district manager and 
the retirement of Sawtell. Monarch 
owns 35 lumberyards in Montana and 
with the acquisition of Yellowstone 
Lumber will be represented in practi- 
cally every section of the state. 


eA. B. Hood, of Anderson, Calif., 
president, Western Pine Assn., has 
been elected a regional vice-president 
of NLMA, along with Robert M. Ing- 
ram, Aberdeen, Wash., president, West 
Coast Lumbermen’s Assn. Ingram was 
named Ist vice-president of the na- 
tional group. 


@ Garfield D. Merner, San Francisco 
lumber executive, has been named to 
a third term on the board of directors, 
American Foundation for Overseas 
Blind, an international agency which 
directs education and _ rehabilitation 
programs for the sightless in 70 na- 
tions. Merner is vice-president of the 
Anderson Lumber Co. and the Merner 
Lumber Co. 


e Ed Heiberger 
has been named 
sales manager of 
Redwood Sales 
Co., a subsidiary 
of Holmes Eureka 
Lumber Co., San 
Francisco. He 
joined the Red- 
wood Sales Co. in 
1951. 


e W. W. Miller, Jr., vice-president and 
treasurer, Miller Brothers Co., John- 
son City, Tenn., was re-elected presi- 


Heiberger 


News Makers 


contest blank here.” Also included are 
a window banner, suggested press re- 
leases, radio and TV spots, counter 
card and lapel buttons. 


The contest, to run through June 
30, will offer 1,003 cash prizes, with 
$25,000 first prize. 


Kits are sent to local members as 
part of their $25 or $50 participation 
fee. Further information and member- 
ship applications can be obtained from 
the Home Improvement Council, 2 East 
54th St., New York 22, N. Y. 





dent of the National Oak Flooring 
Manufacturers’ Assn. at the group’s 
recent annual meeting in Memphis, 
Tenn. Officers re-elelcted in addition 
to president Miller were vice-president 
Walter J. Wood and executive vice- 
president Henry H. Willins. 


e Arthur E. Ack- 
erman, Millers 
Falls Co., Green- 
field, Mass., has 
been appointed by 
the firm’s board 
of directors as 
vice-president in 
charge of sales. 
He was formerly 
general sales 


manager. Ackerman 


e Ralph Huff has been appointed prod- 
uct manager for glass block, Kimble 
Glass Co., an Owens-Illinois Glass Co. 
subsidiary in Toledo, Ohio. . . . Roy 
B. Leonard, Westport, Ore., has been 
re-elected president, Columbia Basin 
Sawmills. 


e@ Notice of the appointment of James 
L. Buckley, Portland, Ore., vice-presi- 
dent of Georgia-Pacific Corp. and 
president of its subsidiary, Georgia- 
Pacific Alaska Co. to the World 
Trade Advisory Committee, U. S. De- 
partment of Commerce, has been re- 
ceived from Sinclair Weeks, Secretary 
of Commerce. 


@ Appointment of Watt Skinner to 
the position of general sales manager 
is announced by Pickering Lumber 
Corp., Standard, Calif. Weyer- 
haeuser Sales Co., St. Paul, Minn., re- 
ports the promotion of two of its per- 
sonnel to vice-president. A. W. Clapp 
has been named vice-president and 
manager, central div., and Earl Ar- 
thur is now vice-president and man- 
ager of sales, coast mills. 
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Dealers Key Role in Brand Selection 


N an overwhelming majority of retail 

sale purchases, the lumber dealer is 
becoming the final arbiter of brand and 
grade specifications. Any other factor’s 
control of brand specifications is appar- 
ent, rather than real. 

The simplest way to prove this is to 
point to the approximately $9 billion in 
building material sales volume that will 
be distributed through the lumber deal- 
er this year. 

The dealer buys the products he 
thinks he can sell for the best profit— 
and he sells the items in which he has 
invested. But we must dig deep for the 
complete answer to the economic and 
strategic position of the dealer as the 
final and basic controller of brand and 
grade specifications. 

In light construction projects, the 
other possible brand and grade specifiers 
include the consumer, the architect, the 
contractor, financing factors (FHA and 
conventional), the operative builder. 

As the dealer becomes more and more 
the local sales headquarters for mer- 
chantable construction and establishes 
himself as a Lu-Re-Co fabricator, these 
marginal and fractional influences will be 
lessened. In home building and _ struc- 
tural improvement, for example, the 
architect has little influence as a brand 
or grade specifier. 

Architects are employed on not more 
than 7° of light construction projects. 
It is quite true that because of our com- 
petitive economy, most branded building 
product manufacturers produce grades 
in approximately the same quality per 
grade that their competitors do. 


(CONTRACTORS often write a brand 

specification, but competition among 
builders forces him to specify the brand 
he can buy to the best advantage from 
local dealers. 

There are two practical things for him 
to do: 1, to get his favorite dealer’s spe- 
cification of the brands he can buy from 
the retailer to the best advantage; or, 2, 
to buy on “or equal” brand basis the 
items carried in stock by the dealer who 
quotes him the lowest price on his mate- 
rial list. 


BUILDING PRODUCTS MERCHANDISER 


RACT builders must be considered in 

the light of competitive conditions: 

1. Dealers are now generally recogniz- 
ing that they must get their prices 
down to a quantity and minimum-serv- 
ice basis for these factors. 

2. The builders or developers recog- 
nize that the dealer-supplier who is will- 
ing to price on cost of service can do 
better for them than any other source 
of supply and that they should go along 
with the brands the dealers can supply 
in order to hold purchasing prices to the 
minimum. 

FHA and sources for conventional 
financing, must play no favorites so they 
are not concerned with brands except 
that they comply with the standards 
they set up. 


ONSUMERS often delegate decisions 

to the architect, contractor or opera- 
tive builder, but as noted above the final 
decision usually comes down to the 
dealer. 

Retailers sell the brands they stock 
when the chips are down. Even in 
the minority of cases where custom- 
ers insist on a given brand, the dealer, 
because of the excellence of modern job- 
ber facilities is always in a position to 
get the insisted-upon brands on short 
notice. But before he does so, he is going 
to fight to sell what is in his inventory. 
Where his investment is, his specifying 
heart lies. 

Manufacturers and wholesalers who 
wish to capitalize on the dealer’s vital 
role in distribution will shift their em- 
phasis in promotion to getting the re- 
tailer to stock and sell their brands. 

Then they will back the dealer (1) 
with cooperative consumer advertising 
to local consumers, designed to lead 
them to the dealer as the basic specifier 
of merchantable construction brands and 
grades, and (2) with employe educa- 
tional programs and point-of-sale mate- 
rial which will develop effective retail 
selling. 


—Art Hood 
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low av Refrigerator-Freezers, | Fully Automatic’ 
Range Hoods, Gas and Electric | ie In HERS Range 


Ranges... all have the trim, 4 deluxe or standard , 
showplace beauty your customers , models 


— 5¢" want. They're designed with the ; 
BILT-IN GAS WALLCHEF 


OVEN AND COUNTERCHEF : 
RANGE-—in genuine stainless cooking a pleasure and clean-up 


pecs goneaehe Secmiiin. | Ma. the important “extras” Fully Automatic 
Wj women look for, at no extra cost. Bilt-In Flectric Range 


They're dependably made for deluxe or standard 
models 


latest, finest features to make 


trouble-free performance, the 
quality you want to back up your 
good reputation . . . and they're 
recognized throughout the coun- 


try as easiest to install. Why not Fully Automatic 
check into the profitable PRE- hel 


WAY Bilt-In story? Today! ; q 
Refrigerator Freezers j 


— We'll send you full information 
BILT-IN ELECTRIC WALLCHEF 4 ° ° 
+6 ggg cage two and full-color literature _ 13 cubic ft. capacity 

—E — genuine stainless 
steel, antique copper, and 
pastel porcelain enamels. 


promptly! 


— ll *Kfor ease of display Range Hoods 


in white enamel, copper- 
SONS Gad lutatecs steer. as illustrated, PREWAY provides matching splash 


smart, compact cabinets in your choice plates 


BILT-IN oe : 
TOR-FREEZER — of beautiful wood or enameled steel. 
genuine aalalons 
steel and antique 
ee enamel. Both 

t and right hand 


le F = ° 
or eae © Advertised In 
P Better Homes & Gardens Kitchen Ideas, 
House Beautiful, House Beautiful’s Building 
Manual, House & Garden, House & Garden's 
Book of Building, Living for Young 
Homemakers, Living's New Guide to 
Home Planning & Remodeling, 
Home Maintenance & Im- 
provement, Neu 
Homes Guide. 


8158 Third Street, North Maia 
Wisconsin Rapids, Wisconsin 


Since 1917 — Pioneer manufacturer of built-in appliances — 
refrigerator-freezer combinations, gas and electric ovens and 
surface units, ventilating range hoods. 
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American Lumberman's Exclusive 


REMODELING 
PACKAGE-OF-THE-MONTH 


Here’s anew monthly feature prepared to bring you the latest merchandising ideas on 


selling popular remodeling packages. No. 1, starting below, is your Kitchen Package. 


LAA 


Try This Kitchen Quiz 


Read each question or statement. When ; F—Air drying provides better fin- 2. Putty and touch up cabinets, ad- 
you have decided on the statement, circle ish than forced heat drying. just doors and drawers, and clean 
your answer. Try this quiz yourself. Use it : F—Discoloration of wood can be out the cabinets before leaving 
to check the ‘know-how’ of employes. If prevented by using an ab- the job. 
additional training is needed, remember sorber. Be sure to tell the homeowner they 
your suppliers are ready to help. ; F—It is practical to terminate will be back in several days to 
duct work from an exhaust fan complete the job. 
1. T FeEach major appliance needs into attic space. 
counter space adjoining it. ; F—The recommended dimension 
2. T F—A clearance of two feet in from range burner to hood top 
front of an appliance or cabi- is 30". 
net is adequate for use. ; F—More than one bold color 

F—Built-in ovens, range tops and should be used in color styling 
refrigerators require less space a kitchen. 
than free-standing models. . T F—A base cabinet of 30" height : f all ; . lef 

F—At least two feet of drain- makes a good planning desk Location didi Py egg is lett to 
sel en gaanter ate néoded under @ wall refrigerater. the decision of the carpenter on 
on each side of the sink bowl. F—A contract for kitchen work the job. 

F—AII work in the kitchen can be not to be performed within one 
performed effectively at a 36" year is not enforceable unless 
counter height. evidenced by writing. 

F—About I! to 13’ of base cabi- The mest important pert of the job of 
pect frontage, exclusive of measuring a kitchen is to— 
equipment, is considered viel 1. Measure only the part of the room 
dium adequacy for the kitchen. where the cabirets will go, and 

F—Wall cabinets ordinarily should thus save yourself a lot of time. 
= meg ng hel 16 2. Clear everything out of the room 
above the base cabinets. . 

F—A six inch kitchen vent fan eefere measuring. 

: 3. Take all the measurements as ac- 
— over the se os = curately as possible, then recheck 
pa . alla aaes them on the spot before you leave, . The base material of decorative lami- 

E as 4 se ti h d after having taken care to discuss nates is: 

” ae ae tae irony 9 en all pertinent details with the 1. paper 
family's laundry needs. homeowner. ' 2. wood 
AM - 4. Always use an 8' wood ruler rather 3. hardboard 

F—A ceiling fixture of 150 watts than any other measuring device 
will provide adequate lighting Kin. cumuniiliy: sabia 
for kitchen work surfaces. P 4 

F—Medium and dark shades of 


Indicate the statement that is correct: 
|. For frame construction, dimensions 
should be given from face to face 
of all walls. 
Dimensions for the location of 
openings are given to the sides of 
the openings. 


Frame walls are located by meas- 
uring from the outside face of the 
outside studding to the centers of 
the interior walls. 


Indicate the statement that is correct: 

|. Floor plans are always drawn to 
the largest scale possible. 

2. Various symbols are used to indi- 
cate the kind of materials being 
used in the construction. 

The number of risers and treads 
in a flight of stairs is equal. 


Laminates may be bent to which in- 
: ts? 

When you have finished taking meas- _- outside redii 

gray, green and blue absorb urements it is important to: 2. ¥,"" 

from one-half to nine-tenths of 1. Pack up your bags and leave 3. 1%" 


the light that strikes them. promptly. ; diet 
Mie ae cee Ma oe cali 2. Thoroughly discuss other rooms, . Laminates will withstand a tempera- 


to the same method of cutting including their sizes to really know ture of: 
veneer. all about the entire house. 1. 350 degrees 
F—Iin plywood the greater the Discuss the possibilities of struc- 2. 295 degrees 
number of plies the more tural changes, then suggest calling 3. 275 degrees 
stable the panel. in an architect or builder to con- . The first requisite of selling is: 
F—Hardwood plywood with a sult with you on these changes. 1. A good first impression. 
Sound (2) face only should be . As the job nears completion your men 2. Product knowledge. 
painted. should: 3. A good closer. 


F—Varnish gives better service on 1. Help move appliances and other 
wood cabinets than lacquer. items back in place. Answers on page 67 
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“I’m ready for a_ hard-hitting, 
sensible program to promote kitchen 
remodeling. What do I do now?” ‘ 

This is a frequent question in our SIGNATURE CUT HERE NAME OR SIGNATURE CUT HERE 
mail these days. We answer by sup- 
plying the details (given below) of 
an integrated package plan devel- 
oped for a leading midwest lumber 
dealer. Now in operation for six 
months this successful program 
touches all the bases and is predi- + 
cated on five years of retailer em- wisn ion 
phasis on remodeling, anticipating al th HN Dy Jake 
that new home building will lag AK 
until about 1961-62. 





























Is it worth my time? It’s for- 
mally called a market survey—actu- 
ally it’s merely a sharp look at the 
existing homes in your trading 
area, and competitive conditions as 
they exist. 


In study ing the market itself, ‘ he AS MODERN AS THE NEWEST HOME IN TOWN 


easiest way to get the picture is to 
spend a day or two just driving “drea kitchen” 
through areas within striking dis- Sy | eee Your m 
tance of the yard. Note (1) the age om coneagg [ieapenanmoresmanet nena 
of the homes and (2) the income ‘ planned just for you! 
level of people living in these homes. w Wes that bitchen of yours can be jst a ficient, jut a 
Both must be right for selling smartly modern as the newest award-winning model home 
kitchen remodeling profitably. \t Kitchen! 
ce : “plitions - : Bae dpe natn specializes i 

While this gives a general pic- oo planned to suit your 
ture of the market, it then becomes mec Wo yom oc ad tn 
important to know specifically just . (list ) 
how much kitchen remodeling has Si SEAR IORI DED 2 — qLak eames a pantech now Hitchen with wo mney 
already been sold in your back yard PANE IN at)! 
Recorded building peruaite will bap. ee Ah AS Low as OO PER MONTH 
but often a spot check of typical prt i’ 
blocks can be even more valuable. 
Personal contacts with the public 
also often turn up live prospects as 
a “plus” dividend for your efforts 

Sizing up competition takes a bit YOUR NAME 
of time. With kitchen remodeling, 
this means specialties, utilities, de- 
partment stores and other lumber 
dealers. Again, building permits are d h ; 
useful along with comments from A Tec niques 
suppliers, visual observation of Preparing a kitchen remodel- 
their places of business and a re- ing advertisement that sells de- 
view of ads being placed. Study the pends largely on a_well-illus- 
jobs they are getting, the quality of trated kitchen and a provocative 
the work, the lines handled and the headline. 
degree of their merchandising skill. Your copy below the headline 

In 9 out of 10 communities, you will get the best results when it 
will soon become convinced that the talks about your yard, its de- CABINET UNITS 
market is good, that competition is pendability, skilled services and 


far from tough. It begins to look brand name products. Here the lil 
very good. Actually this is the dan- term “kitchen specialists”—“our eal 
ger stage. The market may be ter- custom designs” should come 


rific and the tendency to jump in through emphatically. 
with little preparation becomes The lower illustrations mer- 
very strong. The next steps take chandise related products re- i NAME 
time but are essential for true suc- quired to improve existing kitch- 
cess. ens. Strong stress on financing— 
: so much a month, no money 
First, find a good man. Every- down, should be in every ad. 
thing really depends on finding a i 

(continued on page 61) 














— 





























































































































26 February 3, 1958, AMERICAN LUMBERMAN 















EIGHT PROFITABLE products, plus structural materials could be 
wrapped up in the kitchen illustrated. The items include cabinets 
laminates, wall-hung breakfast nook furniture, appliances, food 
mixer, built-in clock, floor coverings and electrical fixtures. 


eS: 
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U-SHAPED KITCHEN display has cabinets finished in green with 
antique copper hardware. Built-in appliances have copper-toned 
fronts. Built-in dishwasher has a front painted green as on 
cabinets. Note homey touches gained by using plants, dishware 
and traditional wallpaper. 


aN 







TYE te 


an st ee 


OVERALL VIEW of Merritt's three model kitchens. Divider, at 
left, is still another "plus" millwork product which can be worked 
into many remodeling jobs. Note that laminate samples along- 
side the kitchens make it easy to service customers. 
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Display the Package 


SHOW COMPLETE KITCHENS. Merritt Lumber Yards, Inc., 
Reading, Penna., believes in merchandising a wide range 
of products in their model kitchens. As shown on this page 
they include built-in appliances but go a step further and 
sell clocks, breakfast nook furniture, built-in dispensers for 
towels and wax paper and food mixers. The appliance 
display takes in oven and range tops, plus built-in refrigera- 
tors and dishwashers. The end-result is often package sales 
fully meriting the term ‘'big-ticket.” 









ISLAND UNIT, in foreground, shows dealer awareness of trend 
to open planning, sells added millwork item. Cabinets are oriental 
platinum walnut with laminate tops in a rich bronze. Built-in ap- 
pliances and hardware repeat bronze theme. Sunburst Howard 
Miller clock has been built-in over range. Flush mounted paper 
dispenser can be seen at the back, left. Modern metal furniture 
illustrates handy eating space butted to island floor unit. 











RTY DATE RECORD 


Set your sales to music! Capture your share of the 
growing teen-age market for latex paints. 

Our new “Party Date” record is a natural for lining up 
sales in the big “Date to Decorate” program. Four all- 
time greats in dance music have recorded their 
smoothest numbers for you to offer your teen-age cus- 
tomers. Capitalize on the “Date to Decorate” program 
now in full swing across the country. 


Teachers have our step-by-step plan for helping 
students with home decorating. They have our sound- 
slide film to tell the story to students. Our national 
advertising goes to teachers and students. We’ve sent 
out thousands of requested tie-in promotion kits to 
dealers. Now, the “Party Date” records, complete with 
colorful jackets and counter card, are ready to help 
you make the promotion pay off. Here are the details: 
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ADD EXCITING SALES TEMPO 


t 


TO YOUR “DATE TO DECORATE” 
PROGRAM 


Make your store headquarters for the rock-’n-roll, 
brush-and-bucket set with this 4-star special recording 


. and Jimmy Dorsey does “A Kiss To Build A 





Order your supply of “Party Date” records now. Four 
great stars on this Columbia release, 742” 45-rpm Dream On”. Sweet music to paint by! Twenty rec- 


record, Les Elgart plays his famous “Night Train” ords for only $5.75. Send in the coupon below with 
Paul Weston presents “Nice Work If You Can your check to Record Promotion, Box 31, THE Dow 
Get It”... Harry James does “Palladium Party” CHEMICAL COMPANY, Midland, Michigan. 





HERE’S ALL YOU DO: 


? MAKE THE MOST OF THE 
NOMICS TEACHERS « FEATURE THE ‘PARTY DEMAND FOR RECORDS 
DATE" RECORDS Offer it with or without 


in your local high schools. 

a eee. in their and counter card in your store. poh i dpe j t 
. “ps oO ~n Ht e'’ program And play up the ease of painting aan . .- rd ri at s wag sure to 
‘ rem abou with latex paints. attract adult customers, too. 

your record offer. 


CONTACT HOME ECO 


Record Promotion, Box 31, The Dow Chemical Company, Midland, Michigan 


Piease rush 20 “Party Date”’ records (big display kit and flyers included). Check enclosed, $5.75 





NAME 
STORE NAME 
ADDRESS 


CITY 


YOU CAN DEPEND ON 
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ISLAND and peninsular units in this kitchen provided an 
additional base cabinet (foreground) and as a room 
divider with pass-through to the dining room. Lighting was 
installed in the overhead soffit which was faced with fiber 
glass panels. 


Trend to Open Plan Kitchens 


OPEN KITCHEN shown features built-in appliances and new 
“square look" refrigerator. Island, foreground, is a simple 
design. Countertop merely butts into standard base cabinet. 





The kitchen design trend for 1958 is to larger ‘open 
planned” kitchens with wider use of built-in appliances. 
There is also an extremely strong trend to take space 
from other rooms in planning remodeled kitchens. In- 
volving as it often does structural changes, the profit 
opportunities for lumber dealers continue to grow. 
for lumber dealers. 


Increased use of peninsular and island types of hang- 
ing and base cabinets is still another outstanding trend. 
Such arrangements, which often do double-duty as 
room dividers and pass-throughs, permit serving the 
dining area or the family room from the kitchen. 


Peninsular and island units may be used very suc- 
cessfully with U and L floor plans. These special units 
free one or more kitchen functions from the wall and 
give the completed kitchen a new design quality. The 
peninsular unit has still another selling point. Like the 
pre-fab closet wall it eliminates on-the-job fabrication 
time for a conventional wall. 
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CABINET HARDWARE 


(SPECIAL HARDWARE WEEK VALUES 


TOP-QUALITY we 
ook on cabine's and bu 
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Amerock’s Hardware Week Special 


No. H-58-V includes: 

20 pes A-331-26 Pulls 

10 pr A-7636-26 Hinges 
20 pes A-9714-2G Catches 


Hardware Week 
Retail Value .... $17.50 
(Regular retail value $21.70) 


Dealer Cost. ..... $10.50 
Dealer Margin. ... $$ 7.00 


No. H-58-V Deal 


List Price 
Each in Display Carton 
5 cartons per case weigh 27 |b 


$17.50 ea 


(Pat. 2,376,325) 


INDIVIDUAL ITEMS 
RE A-331-26 Pull — Com- 
for back-up stock pletely new. Beautiful 
triple-plated chromium 
finish .. . 234" centers 
— 4!/2" overall. 20 in 
carton weigh 2'% lb. 


Regular 40¢ value. 


speciaL29¢ Each 


(Retail Value) 


A-7636-26 Semi-Con- 
cealed Hinge — %" 
inset. Triple-plated 
chromium finish. 10 
pair in carton weigh 2 
Ib. Regular 73¢ value. 


sPeciaL 596 pair 


(Retail Value) 


A-9714-2G Double 
Roller Catch—smooth, 
positive action... 
“Perma-Brite” zinc- 
plated finish. 20 in 
carton weigh 2 |b. 
Regular 32¢ value. 


sPEcIAL29¢ Each 


(Retail Value) 


Ask Your Amerock Wholesaler 


AMEROCK CORPORATION « ROCKFORD, ILLINOIS 
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PLASTIC SHEET is placed on two 3,000-watt Chromalox infra-red radiant heaters, SPREADING OF GLUE on the plywood core is } 
placed face-down and marked on back with a Tempilstik crayon. Crayon melts next step, performed while the plastic sheet is 
at 313° F., indicating sheet is ready to be removed to air cylinder press seen in formed in the press. Note the strip of lumber 
background above. Heating time is approximately 55 seconds. which is temporarily nailed near the back of core 


Dealers Can Posttorm Countertops 


Maximum benefits from 


package kitchen sales by lumber- 


yards achieved through fabrica- 


tion. 


Among the “components” which 
can be fabricated by dealers are 
postformed laminated plastic kitch- 
en countertops, made with equip- 
ment such as you see above. 

According to Formica Corp., 
which offers technical assistance to 
dealer-fabricators, sales of their 
postforming stock have increased | 
over 200% since its introduction in 
1953. After a decline in popularity 
of postformed countertops, the com- 
pany states, a revival of dealer in- 
terest took place last year. 

Indicative of the trend to post 
forming is a new dealer equipment 
package for postforming of mela- 
mine laminates, recently announced 
by St. Regis Paper Co., Panelyte 
Division. The package includes a 
postforming machine, a glue jig and 


POSTFORM EQUIPMENT PACKAGE available to dealers from St. Regis Paper Co., a panel saw, with a combined price 
Panelyte Division, includes glue jig, above. Electric blanket provides uniform heat tag of 50,000. The company says 
with thermostatic controls in an 8 to 12 minute cycle. The "package" is designed that the savings from only four 
for medium-sized fabricators. countertops a week will pay for the 
equipment in one year. 

An estimate of tools and equip- 
ment needed for plastic laminate 
fabrication are shown on the facing 
page 
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THE "SHELL" is removed from press and allowed to cool for at 
least one minute. Top and bottom matrixes form edges to exact 
shapes while sheet is still hot. In some press equipment, water or 
air cooling systems speed up cooling process after shell is formed. 


BONDING PLASTIC TO CORE on a cam- 
ber beam press, which is constructed of 
2x6 lumber. So that it may be lifted and 
handled as upper cross beams are 
strung on pipes. Kraft paper fits between 
the bed of press and the shell-core assem- 
bly to catch squeezed-out glue 


unit, 


TWIN SAW BLADE OPERATION notches 
out section of core below area of sheet 
which will be bent to form the cove. The 
two blades come through back of core far 
enough to meet the grooves cut previously 
when core was prepared. The notched sec- 
tion then comes out entirely. 


SHELL POSITIONED ON CORE. Note the two grooves at left 
they are |/"" deep, run the full length of top and separate the 
main deck and backsplash area. After veneering, the entire strip 
between the two grooves will be cut through from the back and 
removed. 


COVE IS BENT BY HAND over the edge 
Table has a rounded edge of 34"' radius. 
After bend is made a cove block strip is 
glued into position in open space. This 
cove block backs up cove area and firmly 
joins deck and backsplash. 


Pictures and eq 








EQUIPMENT 


. for general fabrication of plastic laminates 


For fabricating plastic laminates, should have 
standard woodworking tools such as: 
1 Standard table saw 
1 Belt sander (portable or table) 
1 Jointer 
1 Standard woodworking hand tools. 
or be ‘'in business'’ with 
1 (A) 14 HP router plus plate guide, flush and bevel 
trimming carbide cutters. 
14 HP Router. See 
Base plate 
Bevel cutter awe 
Flush cutter ....... 


you 


You would need 


$169.00 
Yq HP router and base plate guide, flush and 
bevel trimming carbide cutters. Plus 1 saber saw. 
Yq HP Router $ 50. 
DME sc cccvceccsccceseeee. Sa 
Bevel cutter banetevces'’s: Se 
Pe GEE ccccovascedccecesee 
55.00 


Saber saw ....... 
$144.00 


4.00 
5.00 


Metal cutting files 
(fine and coarse)...... 
Soldering iron 
Metal miter 
High speed steel metal — 
saw blade .... *« 











CosTSs 


(All prices are approximate) 


The fabricator, who has equipment necessary for general fabrication 
and wants to set um to manufacture 1 to 15 postformed tops per week, 
needs the following: 


1. 


EQUIPMENT 


. for postforming plastic laminates 


Heat source (313° F.)—11' to 12° increment heater with 
theromstatic control. 
A. Source 
Grace Fabri Tool Company, 
1238 Chase Avenue 
Cincinnati 23, Ohio 
Veneering jig or press (not heated) 
A. Source 
Can be made in your shop. 
(details available) 
Clamps for veneering jig. 
Traveling (36'') head saw—for mitered joints on fully formed t._s. 
A. Source 
Hendricks Manufacturing Company, 
Marblehead, Mass. 
Establish supply for cove block and nosing piece. 
Source 
Local millwork shop 


long 


1. Increment heating tubes with fittings to install 
on your bench—approximate @ $200.00 

2. For materials and labor to build your own veneering jig 
or press 

3. Clamos for veneering —* dozen—2' —— 

4. Traveling head saw..... . eesbea dé 


$ 400.00 
300.00 


$1,192.00 
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FIRST STEP. After milling simple notches 
and saw kerfs into the plywood side pieces 
the components are placed in a jig for 
application of hardware 





SECOND STEP. The bottom aluminum 
frame is placed on the floor and made 
ready to receive the plywood stacked in 
the background. 


Build Kitchen Cabinets in Minutes 


Modular cabinet idea features precut plywood component 


panels locked together with aluminum frames. Said to cut time 


and costs substantially. 


No glue, nails, screws, skilled 
labor or special joinery are required 
for a new system for fabricating 
kitchen cabinets, just announced by 
the Architectural Hardware Corp., 
Tacoma. Under the plan _ precut 
plywood panels can be locked to- 
gether with aluminum frames. 
Cabinet faces can be any 34" mate- 
rial. Developers of the system claim 


the units can be built in one-third 
the time required for conventional 
cabinets and for up to 15% less 
cost. 

The system produces a_ flush 
cabinet with the popular “sheer” 
styling. Metal parts are designed so 
that the face of the cabinet is 
framed top and bottom with a ano- 
dized aluminum bar. The hardware 


INSTALLED KITCHEN has smart, modern appearance. Units have flush face, aluminum 
bars run across the top and bottom of the cabinets. Cabinets are off the floor, a trend 
noted several months ago by American Lumberman. 















































THIRD STEP. Side panels are inserted in 
the channel of the bottom frame. Locking 
ridges on the frame engage the saw kerf 
on the panel 


will be available at a later date in 
brass, copper and gold finishes. 
Two aluminum frames are the 
key to the system to be merchan 
dised under the trademarked name 
“Areware.” They fit over the top 
and bottom of the cabinet and hold 
the parts together. The units can be 
assembled in a matter of minutes, 
since simple saw kerfs in the ply 
wood side panels engage a locking 
ridge in the aluminum frames. The 
combined pressure of the interlock- 
ing side, back and bottom panels 
against the ridge of the aluminum 
frames holds them tightly together 


Simple cuts. In any cabinet built 
with this system, every component 
is a straight rectangle except the 
side panels. These only require sim 
ple notches and saw kerfs. 

All cabinet hardware, including 
knobs, hinges, catches and_ shelf 
standards can be pre-mounted on 
the plywood components while they 
are flat on a bench or assembly line 
This means a pre-finished, KD cabi- 
net can be hauled to the job flat, 
except for the drawers, with all 
hardware installed. 


System flexible. The system is 
highly flexible, despite its reliance 
upon pre-cut components. Backs, 
sides and bottoms are all fir ply- 
wood. Fronts and doors can be any 
material, including hardwood ply- 
wood, plastic or particle board. 
The units will accommodate a sim- 
ple plywood top or any standard 
faced or unfaced countertop, includ- 
ing cove molded units. 

The frames are available in sizes 
keyed to all standard cabinet di- 
mensions for upper and lower units. 
Special dimension frames are also 
available on special order at no 
additional cost. 


Dealer potential. The invest- 
ment for the frames would be from 
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FOURTH STEP. With the side and back 
panels in place, the top frame goes on 
engaging these panels, locking the entire 
assembly together. 


FIFTH STEP. The bottom panel is the final 
link’ which applies pressure to hold the 
unit rigidly together. The open space above 
the doors is for application of an apron, 
or insertion of a wide drawer. 


$300 to $500 assuming that conven- 
tional door hardware and plywood 
are already on hand. Limited ware- 
house space would be required, 
labor need not be highly skilled, and 
only a simple table saw is necessary 
for milling. 

The idea could be handled in sev- 
eral ways: 

1. Frames can be stocked in quan- 
tity for sale to builders who could 
precut their own components. The 
retailer would then sell full-size 
panels with the frames, facing ma- 
terial, and hardware. 7 

2. Frames could be sold in com- 
bination with pre-cut components 
prepared in the yard. 

3. The dealer could bid on cabi- 
net work on a subcontract basis in 
tracts or individual homes. 

4. Kitchen remodeling business 
could be solicited on an installed 
basis, assuming installation with 
minimum crews. 

5. Components and hardware 
could be sold to the do-it-yourself 
customer on the basis of one or 

(continued on page 67) 
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Many other types of 
strips also available 








Another forward step 
by Allmetal! 


ALLWEATHER 
Balance Strips 
formed from 
ALLMETALITE 


CANODIZED) 


Aluminum Alloy 


ALLMETALITE (ANODIZED) aluminum alloy is 
another factor in Allmetal’s march toward maintain- 
ing and improving the quality of its products. Quality 
that is vitally important to you and your customers. 

This special electro chemical process develops on 
the aluminum alloy surface a pre-hardened and pre- 
oxidized coating that will not chip, peel or blister. 
Finally the oxide coating, being porous, is sealed in 
by a special lubricant. The combination of aluminum 
oxide and special lubricant provide a strip that is free 
from discoloration, stain and surface blemish. And the 
silver sheen surface will never change or lose its lustre. 

In addition—ALLWEATHER Balance Strip is free 
from the stain of blackoff, the hazard of salt spray and 
is resistant to abrasion from windblown sand. Bal- 
ance strips formed from ALLMETALITE aluminum 
alloy function faultlessly, minimize friction and en- 
hance the appearance of the windows on which they 
are installed. Additional information on weatherstri 
formed from ALLMETALITE aluminum alloy, will 
be sent immediately upon request. 


sei 
34% D) S ¥ 


Draperies are Resists abrasion Resists the onslaught of 
free from dust, from windblown salt sproy. 
dirt, water. sand. 


LUMBER DEALERS 
Ask Your Jobber for Window Units 
Equipped with ALLMETALITE 


MILLWORK JOBBERS 
Call or Write for Details 


ALLMETAL Weatherstrip Company 


Name 
Firm Name 
Address 
City 


| 
| 
| 
| 
| 
| 
| 
| 
L 


2243 North Knox Avenue 
Please send copy of ALLMETALITE Aluminum Alloy folder ‘ANOTHER FORWARD STEP''—no obligation. | 


Name ‘“‘ALLMETAL"' Registered U.S. Patent Office 


Chicago 339, Illinois j 


Zone 


Circle No. 12 on Coupon, page 72 








CUSTOMER PICKS OVER the pile 
of 2x4's to his heart's content, loads 
his selection into his pick-up, drives 
to cashier, pays cash. 





PRICE-SPECIALS offered are result 
of special purchases. One is always 
featured on this sign. Other prices 
are at current market. 


PRICED BY LINEAL FOOT, this pile 
of white fir 2x4's is grade-marked 
and mill-marked to build customers’ 
confidence in the firm. 





= 





DUTIES OF MANAGER and yard- 
man include re-piling lumber, price- 
marking incoming stock, and receiv- 
ing customers’ cash. 


Dealer Holds Down Overhead 


Low overhead, maintenance of 
current retail prices and an all-cash 
sales policy combine to make Farm- 
ers Lumber & Supply Co., Downey, 
Calif., a money-maker. The yard is 
operated by two men and a woman 
cashier-hardware clerk. Annual vol- 
ume is estimated in the $100,000 per 
year bracket. 

Customers pick out and load their 
purchases. Main function of the 
men is to keep piles of materials in 
order and to price-mark all items. 
No deliveries are made. The firm is 
open seven days per week. 

The yard is not cut-price. How- 


EACH BIN is identified and priced. 
Customers select their purchases, 
ot.en pick for length rather than 
grade and species. Note humorous 


sign, 


several low-priced specials are 

s featured on the expensive 
movable-letter illuminated sign at 
the gate. 

Short lengths are always in de- 
mand, according to manager Ken 
neth Owens. 

“Pine boards cut 8’ and shorter in 
#2 and #3 grade will sell faster 
than straight #2 in longer lengths, 


at the same price,” he said. 


Saturday is the big day, with 


about 200 sales being made at an 
average of about $5-$6 each. Sun- 
day’s volume (9 a.m.-2 p.m.) is 


about half of Saturday’s. 


LARGE INVENTORY of hardware 
items is a traffic-builder for Farmers. 
The rustic store was built especially 
for this use, looks like old-fashioned 
barn. 
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...mean 
faster sales 


for you 














Sales come easier when you feature ALWINTITE windows and 
doors with their many PLUS VALUES. To prospective home buyers 

their fine workmanship, beautiful luster-dip finish, and easy, 
effortless operation are all visible evidence of quality construction. 





Builders, too, welcome their many PLUS VALUES, 
such as no costly service call-backs, prompt deliveries 
from local area warehouse stocks, reliable distributors with factory- 
trained window specialists at your service. For the complete, 
story, see your local ALWINTITE distributor or write us direct 


ALWINTITE 


by GENERAL BRONZE 


GARDEN CITY. N.Y. 


ALUMINUM WINDOWS 


* SLID 
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...and the new 








’58 FORD TILT CAB—Lowest tilt 
cab prices in America by hundreds 
of dollars . . . based on a comparison 
of factory-suggested list prices! Me- 
dium Duties from 18,000-lb. GVW 
to 32,000-lb. GCW. Other models up 
to 65,000-lb. GCW. 


"58 FORD STYLESIDE PICKUP. Modern, extra-wide body 
is standard at no extra cost. 6% -, 8-, and 9-ft. bodies. 
Conventional Flareside box available. Six or V-8 engines. 





FORD PARCEL DELIVERY CHASSIS (P-350 shown) 
are available in windshield-front-end or stripped-chassis 
models for your choice of modern custom-built bodies. 
Four P-Series chassis with GVW’s up to 17,000 lb. for 
bodies with 250- to 525-cu. ft. capacities. 


38 


FORD F-100 CUSTOM PANEL features roomy, all-steel, 
fully lined body. A big 158 cubic feet of loadspace and 
wide rear door opening easily accommodates bulky 
articles. Its 110-inch wheelbase makes it highly maneu- 
verable in traffic. 
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COST LESS_— 


/ ibs prove it 
NEW CAPACITY! Extra-wide pick- 


A Ford truck is designed to cost you less from the day 
you buy it to the day you turn it in! Ford leads with 

the features that mean dollar savings. 
ol There’s first cost. Many Ford trucks are priced sub- up body has 23% more loadspace than 
stantially below competitive models—frequently hun- ee 
dreds of dollars less! And resale value is traditionally 
high. There’s engine economy. Only Ford offers Short 
Stroke power in both Six and V-8. There’s reliability. 
These new ’58s are built to last. Independent insurance 
experts prove Ford trucks last longer. They’re money- 
savers to the end . . . see your Ford Dealer. 








NEW EASY SIDE LOADING 
plus smarter styling in a truly modern 
pickup body, standard at no extra cost 


JIB Ping 


. a 





COMPETITIVE PICKUP FORD STYLESE 





NEW EASY RIDE! Impact-O-Graph 
tests prove Ford pickups give you the 
smoothest ride of any half-tonner! 





NEW ECONOMY ! 139-hp. Six has 
improved carburetor for up to 10% 
greater gas mileage. Also Short Stroke 
V-8 available. 





FORD MEDIUM DUTY TRUCKS (F-600 shown) avail- 








able with 9- or 12-ft, stake bodies, offer wide choice of 

mS s V- Six. 1%- or 2-ton - 
modern Short eee poe an aa te ds. Full NEW COMFORT, SAFETY! Driver- 
models with GV 8 from 15,00 to ade pounds, Fully ized cab has suspended pedals, inboard 
automatic Transmatic transmission available. step and Lifeguard steering wheel, 
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Big-Ticket Home Im provement 


{n American Lumberman “How to Sell” Section 





PART | 


PANEL TRUCK, outfitted with samples, measuring equip- 





ment and visual selling aids, is used for house calls. 


HOUSE CALL to go over a mineral wool brochure is made on a 
Kenosha housewife. M. J. Sorenson, above, of Kenosha Lumber 
Co., works on straight commission, does all the selling for dealer's 


application department. 


Insulation 


WRITING PAD under the dashboard enables Sorensen to 
make notes on houses along the way. Spotlight beneath 
the dash enables him to find house numbers at night. 


Sells Whole - House Remodeling 


Wisconsin dealer, who operates separate home improve- 


ment division, tells (1) how to sell part of the job, when money 


is scarce; (2) how to develop sales leads; (3) how to use 


effective sales tools. 


Homeowners can often be sold a 
partial home improvement job at 


one time and the balance later. The 


Kenosha (Wis.) Lumber Co. has 
found this is especially true on in- 
sulation jobs. 

“Of course, I don’t talk to a pros- 
pect about step-by-step insulation 


40 


unless I’m convinced a complete job 
is out of the question,” explains 
M. J. “Jerry” Sorensen, manager of 
the firm’s home improvement de- 
partment. 

“But once I see there’s no chance 
of doing an entire house, I waste no 
time proposing a ceiling job alone. 


The ceiling always comes first, fol- 
lowed by the north, west, east and 
south walls, in that order. 

“When roofing is involved,” adds 
Sorensen, “I try, if necessary, to 
bring the cost within the homeown- 
er’s reach by leaving out the garage 
roof and sometimes the porch. I 
recommend three-tab, square-butt 
asphalt shingles because they are 
the most economical and when 
properly applied they make a tight, 
weather-resistant roof.” 

The Wisconsin firm, which ob- 
served its 100th anniversary last 
year, does a million-dollar volume in 
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CALKING AROUND CHIMNEY is the finishing 
touch on new asphalt shingle roof installed by 
Kenosha Lumber Company's Home Improvement 
Division. Firm's reputation helped beat a mini 


mum bid for this job. 


MINIMUM APPLICATION should be four inches of mineral wool, Sorenson says. Applica- 


tor Roy Anderson blows in wool over a new recreation room 


a trading area of 135,000 people. It 
handles a complete line of lumber, 
millwork, hardware, paints, building 
specialties and some major appli- 
ances. In 1949, it opened a home 
improvement department, special- 
izing in insulation, roofing and sid- 
ing jobs. 

Manager Sorensen directs a four- 
man installation crew and does all 
the selling, estimating and office 
management work himself. There is 
little competition between the ap- 
plication department and the firm’s 
contractor trade because the home 
improvement department is the only 
outfit in the area that specializes in 
this kind of work. 

Most of the local contractors are 
tied up with new construction and 
major remodeling jobs. They sub- 
contract insulation, roofing and sid- 
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ing so that their carpenters can con 
centrate on their own type of work. 


Sells "half-a-loaf."” Sorensen be- 
lieves in the adage that half a loaf 
is better than none when it comes 
to selling home modernization. If 
he’s convinced a prospect will not be 
able to afford a job, Sorensen will 
suggest a partial job, leaving the 
balance for some future date. 
Working this way, Sorensen has 
been able to turn many “no sales” 
into signed contracts — and he 
usually gets the nod to do the rest 
of the work when the customer can 
afford it. 

The half-a-loaf maxim is most 
frequently applied to insulation. 
“Many people miss out on the ad- 
vantages of a comfortable house, 
economically heated,” Sorensen 


NEW ROOF was the original order, but owner 
also bought siding, storm windows and doors. One 
workman sides a wall while another calks mailbox 
in preparation for siding 


maintains, “because they are un- 
able to put together enough money 
at one time to pay for a complete 
insulation job. 

“We have a lot of people working 
in the auto plants and other fac- 
tories and most of them are subject 
to layoffs and short work weeks at 
various times during the year. They 
don’t want to take on the obliga- 
tion of a home improvement loan. 
Most people around here won’t buy 
unless they are able to pay cash.” 

Lead sources. Sorensen develops 
leads through a program of direct 
mail and calls on prospects. He 
measures and makes. estimates, 
schedules and supervises the work, 
sends out the bills and keeps all the 
records. 

Every week, he sends out more 

(continued on next page) 
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NEWSPAPER ADS and direct mail with return post card are used 


to attract home improvement business. Readers are invited to call 


M. J. Sorensen for a free estimate. 


than 200 folders, each with a reply 
card, briefly describing the services 
of the home improvement division. 
It takes about a year to cover the 
two counties. The prepaid cards 
mailed with the folders to residents 
of Racine County are addressed to 
the Durand Ave. Lumber Co., Ken- 
osha Lumber’s branch in the city 
of Racine. Sorensen has found that 
people in and around Racine are 
more likely to do business with a 
Racine firm than one in Kenosha 
Reply cards received at Racine are 
forwarded to Sorensen for follow- 
up. 

Sorensen also sends out manufac- 
turers’ literature once a month. 
These mailings go into more detail 
about one or two of the services 
and products and tie in with the 
season. Occasionally, the company 
runs a separate advertisement on 
the home improvement division in 
the Kenosha or Racine newspapers. 
More often, a blurb about the de- 
partment is included as part of the 
Kenosha Lumber’s regular adver- 
tisements. 

As leads, in the form of reply 
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SORENSON RECOMMENDS three-tab square-butt asphalt 


shingles. He believes they are most economical and, 


properly applied, make a weather-resistant roof. 


$350. 


cards or telephone inquiries come in, 
Sorensen makes out a prospect card 
for his files. He then assembles a 
packet of pertinent literature to 
leave with the prospect during his 
first visit. Pamphlets on other prod- 
ucts and projects are included in the 
packet. 

Case history. “You never know 
what you’ll run into,” Sorensen ex- 
plains. ““Last winter, while measur- 
ing a roof here in town, I came 
across a couple of really cold walls 
in a corner room upstairs. I told the 





One-Man Department 
Does $65,000 


Sales, job supervision and esti- 
mating and costing of the job is 
handled entirely by Mr. Sorensen, 
who has a crew of four men. The 
volume in this department is about 
$65,000. 

Although the department has han- 
dled more insulation and siding jobs 
than anything else, it has also done 
a number of kitchens and porch en- 
closures. The porch enclosure jobs 
average about $350. 
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PORCH ENCLOSURE JOBS are among the other home 


improvements sold by Sorensen. These jobs average about 


owner of the house about it and, as 
I finished measuring the roof, we 
talked about cold walls, uneven heat- 
ing, high fuel bills and the like. 

“During my first visit, the man 
had asked me about light-color as- 
phalt shingles. He thought they 
would dress up his house and he 
was interested in their ability to re- 
flect the sun’s rays and make the 
upstairs rooms cooler in summer. I 
reminded him of his interest in 
summer comfort during that earlier 
conversation and pointed out that 
four inches of mineral wool in his 
ceiling would doavery effective job 
of keeping the house cooler in hot 
weather — and it would save him 
quite a bit on his heating bills in 
the winter. 

“As we talked, I had him leaf 
through a booklet on mineral wool 
insulation which I had included in 
his literature packet. I had a cold 
supper waiting for me when I got 
home that night, but I ate it while 
thinking about the insulation con- 
tract I was going to prepare for the 
man in the morning. 

“Incidentally, when I brought the 
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roofing and insulation contract over 
for his signature the next day, I 
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prospects in a small panel truck. It’s 
outfitted with a complete selection 
of samples of all his products, meas- 
uring instruments, a miniature 
house with removable side walls 
and roof and transparent model 
wall section. 

Sorensen very rarely makes more 
than two visits to a prospect, unless 
the third call is to take measure 
ments or sign a contract. “I don’t 
have time,” he says. ‘Also, most 
people make up their minds one way 
or the other after the second sp- 
pointment.” 

The estimate he presents to a 
prospect is not just a dollars and 
cents amount for something vaguely 
called “insulation.” It includes a 
plan of the house, including front, 
top, and side views showing where 
the mineral wool will be installed 
and how thick it will be. A separate 
sheet lists the areas to be insu 
lated and approximately how many 
pounds of mineral wool will be used 
in each. The estimate also includes 
the approximate fuel savings that 
can be expected after the insulation 
is installed. 


On ready-mixed concrete 
operations, or on bulk sales 
of sand and stone, a 

small equipment item can 
often make a big difference 

in your material-handling 
efficiency and profit. 

Better take an inventory 

of your plant right now. 

As a starter, check the low-cost 
aggregate and cement-handling 
equipment shown here. 

Then see Johnson distributor 
for more ideas — or 

use coupon to get additional 
information by maii. 


Clamshell Buckets — For charging bins, 
stockpiling, use a Johnson wide-rehandling 
Clamshell — all-welded, smooth inside and 
out, fast-filling, quick-cleaning. Manganese 
cutting edge toughens with use. Sizes: % 
to 2 yds. Other types, sizes up to 3 yds. 


5 ret eR EK ST ne RE ee 


Detail records. As each job is 
completed, Sorensen makes out an 
account sheet that shows’ the 
amount received for the contract; 
the hours put in on the job by the 
crew and their wages; the amounts 
of materials used and their cost, his 
own commission, any other cost 
iteaaty aid the gioss proGt. The in- | {Wiel (or lending. teks coneiion7 oy fh of sit pee 
formation, when compared with his 9-ft. clearance under dis cement silos and bins. Has 
original estimate, gives him a charge gate. Holds 35 cu. yds 15-pound limit-relief valve 
barometer with which to measure 
the efficiency of his crew and the 
accuracy of his estimating methods. 
Any house in the area with less 
than four inches of insulation in the 
ceiling was not insulated by the ze 
Home Improvement Division. Sor- d 
ensen won’t accept a job calling for ‘ oy 
less. 
“In an area such as this,” he 
points out, “where everyone knows 
everyone else, a good reputation is 
essential. I can’t deliver the com- 


Aeration Fittings 

for storage silos, bins, keep 
bulk cement free-flowing. A 
moisture trap and pressure 
reducing valve are included. 


Rotary Vane Compressor 


—_ = 


fort and convenience and economy 
I claim with less than four inches 
of mineral wool in the ceiling and 
all walls and slopes filled to capac- 
ity.” 

The showroom and offices of the 
Kenosha Lumber Co. are located in 
a modern two-story brick building 
erected in 1951. Large glass areas 
along the first floor invite window 
shopping. The building, surrounded 
bv ample parking space, is air con- 
ditioned. Adjacent is a box factory 
operated by the company. It has 
been turning out a varied assort- 
ment of wood boxes, crates and pal- 
lets since 1942. 
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Bin Gauge Signals 

automatically indicate high 
low levels of storage silos 
bins. Signal box can be lo 
cated wherever convenient 


Tunnel Gate 

a single radial clam gate for 
stockpile reclamation. Skirt 
board is hinged — it opens 
and locks in any position 


Belt-Conveyor Idlers 

of all-welded steel construc- 
tion, precision ball bearings, 
metal grease seals, and large 
internal grease reservoirs. 





mail today 


c.s. JOHNSON CO., cHampaicn, it. 


] Signals 


} Clamshells [ 
|] Aeration Fittings [) Tunnel Gate 


Send details on: = “ Yard Bin 


NAME 
COMPANY 
STREET 

CITY, STATE 


CHAMPAIGN, 
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Here's the low-cost way to 


SPEED UP TRUCK TURN AROUNDS! 


Yes, you CAN afford to mechanize your lumber and 
materials handling! With the brawny, fast-moving 
International® 350 Utility tractor, you cut loading 
time . . . dispatch trucks fast to shave delivery costs 
and widen your profit margins. 

Costing even less than most specialized, single-pur- 
pose equipment, the International 350 Utility can be 
equipped with either or both a rear-mounted fork 
lift and a front-mounted loader. You can switch from 
handling lumber to loose material in the time it takes 
to drive from one storage area to another! 


For free 
Dept. 


Your IH dealer will gladly demonstrate. 
catalog, write: International Harvester Co., 


AL-2, P. O. Box 7333, Chicago 80, Illinois 


See your 


INTERNATIONAL 
HARVESTER dealer 


International Harvester Products poy for themselves in 
use—Farm Tractors and Equipment Twine... Com- 
mercial Wheel Tractors .. . Motor Trucks . . . Construc- 
tion Equipment—General Office, Chicago 1, Illinois 


Circle No. 34 on Coupon, page 7: 
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Lift and loader in one! Forks on lifts for the International 
350 Utility tractor can be easily interchanged with Y2-cu yd bucket 
for loading sand, gravel, and other loose materials. Crane and 
dozer blade are other quickly installed attachments. With forks, the 
lift may be equipped with hydraulic hold-down for handling lumber, 
block, and other materials without palletizing or strapping. 
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IMPROVEMENT — PART 2 


1S YOUR HOUSE LEAKING DOLLARS? 
It may shock you to learn thet the big icicles which 
hang from your eaves every winter are costing you a 
lot of money! These icicles are formed by the melting 
snow on your roof—end the snow is melted by the heat 
loss through your roof. 


FOREST-WOOL 
THE BEST AND LEAST EXPENSIVE 


BLOWING INSULATION 
FOR NEW AND OLD 
HOMES 


Customers sey “Fuel Savings 
Amazing! Seems like « different 
home. Only took me one after 
noon to insulate!" 


part 


- 


WINDOW DISPLAY features both loose fill and blanket type insulations 


Spring and fall are the two major promotional seasons. 


en ae eee | em arene eee 


Call for applied price or Do- 
It-Yourself. You will be sur- 
prised at the low cost. 


The only queranteed insulation 
that won't settle is not affected 
by moisture and gives highest 
protection from winter heat 


loss and summer heat. 


As Little os 5.00 Per Me. 
For Complete Job 
Call For Free Estimate 
OPEN be > grt EVENING 


Ti -30 
MON.-FRI. TO 5.30 
TO 12 W 


SAT. TO 12 NOON 


STREET LUMBER 


CORPORATION 
SQ WADLEY FALLS, MASS. Dsts 5459 CONSISTENT ADVERTISING is used to promote insulation 
especially in the spring and fall. Street Lumber educational 


* 
Ward «' fuendly Spwne. ads feature budget payments, "'scientific thermometer 


test,"’ installation equipment and differences between good 
and bad insulation. 


INSTALLATION MACHINE is used to help make store sales when it is 


not out on rental. 





Promotes Insulation Year ‘Round 


a home may be insufficiently insu- 
lated, Street Lumber places a dual- 


Hadley Falls, Mass. This firm not 
only displays insulation promi- 
nently, but knows how to advise the reading thermometer in the attic 
customer in choosing the proper space overnight. This is done only 
type of insulation and the method at night to avoid temperature 


Where’s the market for insula- 
tion? A good part of it lies in the 
homes built within the past 10 
years. These homes are insufficiently 
insulated. Another good portion of 





the market is tied in with the fact 
that home air conditioning will re- 
quire twice the insulation to keep a 
home cool than it does to keep it 
warm. 

One retail lumber firm that’s out 
to claim its share of this market is 
the Street Lumber Corp., South 
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of application. 

“Insulation, if properly used, is 
something you wouldn’t be with- 
out,” said Bob Brainard of the firm. 
“Installed improperly,” he _ con- 
tinued, “it’s something you’d be 
happy to have never heard about.” 

Temperature test. To prove that 


changes caused by the sun. It’s best 
to make this test when the outside 
temperature is 25-35 degrees. If the 
difference between the thermometer 
readings is more than 10 degrees, 
Street Lumber recommends that ad- 
ditional insulation be applied. 
(continued on next page) 
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With the situation reversed in the 

re summer, there is sometimes as much 

ee | as 120 degrees of heat under the 

= gana eaves, building up a pressure to 

Thing, f combat any air conditioner’s effort 

(Gas IM > to maintain a comfortable 70 de 

“1. @ | grees in the home. Nearly twice the 

. heat means nearly twice the insula 

tion required, if the homeowner is 

to gain real benefits from air con 

ditioning. Where 3%-4 inches of in 

sulation will maintain 72 degrees in 

the winter, it will require 8 inches 

of insulation to nullify 120 degrees 
of summer heat. 

Using loose fill insulation, it is 
often just a matter of adding more 
insulation to that already there; in 
other cases, blanket insulation has 
its special uses. 

Insulation sales average $60-$70 
and Street Lumber tries to main 
tain a good volume throughout the 
year. Customers, however, are more 
aware of their insulation needs with 
warm or cold weather coming up 
Consequently, Street Lumber dis- 
plays material and _ installation 
equipment most prominently during 
spring and fall 





,e* 





Rental program. Street Lumber 
rents two large and two medium 
sized machines for applying bulk in 
sulation. A machine may be rented 
for $2 a day and is picked up, at no 
charge to the customer, upon com 
pletion of the job. Maintenance has 
been negligible since the first one 
was purchased seven years ago 
Street Lumber carries blanket in- 
surance in case of injury to a cus 
tomer while operating a machine. 

The firm also sends out the tool 
kit furnished with each machine 
This includes a bit of the right size 
for drilling a hole to accommodate 
the hose and a respirator for work 


ing in close areas. They have dis 
covered it sometimes helps to strap 
a flash light to the nozzle of the 
hose when working under eaves. 
e Street Lumber advertises weekly 


in the local paper pointing up econ 
omy and comfort to be derived 


The amazingly successful way to sell =| ‘om proper insulation. 
top-profit lawn and garden tools . 














Thousands of dealers report that 
this Green Thumb Island Merchan- SPECIALLY PRICED OFFER 


diser has sold more ee! quality senate. 6st tii 
tools than anything they’ve ever shinped direct trom factory, 
used. Displays a complete Self - freight prepaid, with balanced 
service selection of the most popu- stock of 6 dozen best-selling 
lar standard garden tools in small Green Thumb tools as shown 
(2% x 4 ft.) space, in an up-front — 4 doz. long handle, 2 doz. 
or outside location. small. Order from your Green 
Thumb wholesaler now, be 
THE UNION FORK & HOE COMPANY ready for first Spring rush. 


TWO-DAY INSULATION JOB. Holes are 
Columbus 15, Ohio drilled the first day and insulation is blown 
in the second day. 
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PATENT ACTUAL 


APPLIED FOR NY SIZE 
‘ , OF 4-5 


JACK NUT 


Holds Fixtures Securely On 
Hollow-Core Flush Doors 


Now, for the first time, you can J 
sell a fastener which holds mirrors, N 
racks, shelves, kickplates, etc., 
securely on wood or metal hollow- |} 
core flush doors. Only 3/8” expan- 
sion space required. And the weight Ny 
Jack Nuts will hold is limited only | 





by the strength of the door. 





WORKS IN EXPANSION SPACE AS SMALL AS %” 


Anchorage is safe, permanent, cannot pull through. 
Fixtures can be removed and replaced in the same nut. 
Neat in appearance. Will not disfigure door or mar the 
finish. Jack Nuts are self-adjusting to grip any material 
from 0” to 3/8” thick. As easy to install as A-B-C with 
Screwdriver and standard screw. 


ye c WN ~ 
RUN IN SCREW 
UNTIL IT TURNS 


FAIRLY HARD. 


DRILL HOLE 
AND INSERT 
JACK NUT. 


REMOVED AND 
REPLACED IN 
SAME NUT. 


@ Only Y, the size of next smallest hollow wall 
fastener on the market. 
@ The only blind fastener that pulls up to 0” thick. 
ness and holds securely in sheet metal. 








@ By the makers of famous Molly Screw Anchors. 


ae) ASK YOUR JOBBER FOR MOLLY JACK NUTS 
) WRITE FOR FREE LITERATURE 


(MOLLY 


CORPORATION °¢ READING, PA, 
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NOW! FOR ALL SIDINGS... 








FIXTURE CAN BE | 





e STORMOUARD 


h 


TO MATCH ASBESTOS, 
INSULATING AND 
CEDAR SHAKE SIDING! 


FOR SIDINGS—F.H.A. requires 
a hot-dipped type zinc coated 
nail... Maze STORMGUARDS 
are strong steel nails hot-dipped 
twice in molten zinc! Now avail- 
able painted to match modern 
colored sidings. 


NO SHINY NAIL HEADS 
— Maze colored nails have 
checkered heads to break up 
light reflections ... hold paint! 
i COST FAR LESS PER NAIL 
THAN ALUMINUM ... DRIVE 
AND HOLD BETTER! 


eit 


11 STOCK COLORS 


¢] M-2 WHITE : 








M-18 TAN 


M23 GREY: M22) LIGHT SOLD IN HANDY 50# 
BULK OR 54 CARTONS 


(Bulk cartons have 
sturdy inner box 


M-5 LIGHT 


M-14 CORAL 


M-26 RED 
M-12 DARK 
GREEN M-20 BLACK 


40 OTHERS ON REQUEST 


can be used 
by extra workmen.) 


M-10 LIGHT : 
GREEN: 





bere sfepefels lets tele is ie jefe (8 levels te fe ls le tele eel 
S-214A ASBESTOS SIDING ANCHOR-SHANK FACE NAIL 


. 
| eee Se SSS SS SS SS eS eee ee 


$-245 INSULATING SIDING BARB-SHANK NAIL 


Beet | 18 11 YY Yh Ye pm pm fm fm ye pm yn pm ye ye pw yey pm im yoy ya ye ye ye ape my 


$-.235A CEDAR SHAKE ANCHOR-SHANK FACE NAIL 


WRITE FOR FREE COLORED NAIL SAMPLES: 


NAME 





FIRM 





ADDRESS 








“IT PAYS TO BUY MAZE" 


W. H. MAZE COMPANY 


PERU 7, ILLINOIS 
Circle No. 18 on Coupon, page 72 
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FIRST STEP. Outline total space on the 
newspaper page to be occupied by the ad 





Seven easy steps 


American Lumberman Merchandising Service 











space FoR MAT 











WRITE IN VOUR 
HEADLINE HERE 











Bae 





SECOND STEP. Place your largest elements 


first—mat and headline. 


How to Layout a Newspaper Ad 





This can be a time-consuming job unless you adopt a 


simple, effective plan. Here’s how to do it. 


American Lumberman’s ADserv- 
ice has over 300 mats illustrating 
all major building products and 
home improvement projects. For 
the latest ADservice catalog with 
over 100 brand-new mats write 
American Lumberman, 139 North 
Clark Street, Chicago 2, Ill. Please 
specify if you want both ADservice 
catalogs or the one just published. 
Both are free. 


Layout is one of the most impor- 
tant factors in a successful ad. It 
takes time and may cause a building 
supply dealer to develop a few 
ulcers. Yet, if a few time-tested 
techniques are applied ot your ad 
layout, it can become an almost 


automatic operation. 

Here is a step-by-step procedure 
for laying out a newspaper adver- 
tisement. 
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1. Determine the size. The first 
consideraticn is how much space 
you will use. This will depend on 
your newspaper advertising budget 
and the advertising rates of your 
local newspaper. One way to arrive 
at the best size ad for your building 
supply business is to reduce your 
annual advertising budget into a 
monthly or weekly column inch allo- 
cation. 

For instance, with a newspaper 
advertising budget for the year of 
$500 and a newspaper space rate of 
$1 per column inch, the weekly 
space budget would be approximate- 
ly 10 column inches. This is deter- 
mined by dividing the column inch 
rate ($1) into the annual advertis- 
ing budget for newspapers ($500). 
Next, this is divided by 52 for a 
weekly allotment for your individ- 
ual ads. 
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SPACE FoR MAT 








WRITE IN VOUR 
HEADLINE HERE 
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YOUR STORE NAME 





Ce eee J 
THIRD STEP. Balance items in remaining 


space, leaving room for your sig cut. 








building 
supply dealer to consider is how 
many times a week he wants to ad- 


The next point for a 


vertise. Then, the weekly figure is 
reduced to the amount of space for 
each advertisement. For instance, 
by dividing the monthly column 
inch allotment of 40 by four, we 
would have each weekly advertise- 
ment covering 10 column inches of 
space in the newspaper. 

2. Determine the shape. After 
determining the individual adver- 
tisement’s space allocation, the next 
point to consider is the proportion 
to use for each advertisement. One 
of the most popular shapes is the 
3 x 5 proportion which gives a 
pleasant appearance and is easy to 
read. 

This proportion works out this 
way for a standard eight-column 
newspaper with three wide and five 
deep: 

1 column by 3 inches 

2 column by 7 inches 

3 column by 10 inches 

4 column by 14 inches 

5 column by 19 inches 
(continued on page 50) 


















WHEN YOU BUY 


| 6 QUARTS AND 6 PINTS 
. ie Quarts retail at $1.95—Pints at $1.23 
6 HALF PINT 
PLUS SALES AIDS 


Half Pints retail at 82c 


NLEAN-OTPIP 


= 
- 


=" a ro =. 


- 





SAVE DURING THIS PAINT REMOVER 
SPECIAL AND ELIMINATE DUPLICATION OF STOCKS 


Saves Shelf Space . . . Reduces Inventory Heavy-Bodied : , 
KLEAN-STRIP is the only paint remover you need to stock, f 


because it can be used for both wash-off and scrape-off paint { SPECIAL OFFER ON 
b 


removal. It is non-inflammable and needs no neutralizing . . . I 
gives greater coverage and works faster and easier than any | REGULAR KLEAN-STRIP, TOO! 
other heavy-bodied remover made 

Best of all, Heavy-Bodied KLEAN-STRIP is the only fully Regular Klean-Strip has all the ad- 
flush-type remover at a regular price. And now, with this special vantages of Heavy-Bodied Klean-Strip 
FREE offer, you can stock up at a savings and make even more | 
profit on every bottle sold. Order today. Ask for the Heavy- 


Bodied KLEAN-STRIP “Little Dixie Package.” 


except that it’s not water-washable. 


During this limited-time offer you get 





| six half pints free when you buy 6 
YOUR COST $]]70 RETAILS FOR $2400 |} pints and 6 quarts at regular price in 
{ the “Little Dixie Package.” 
— ee eee ee Ge ee Gee ate dee ce cee ee ee ee eee Gee le GRP GEE ke Ge GE Gi Ge Gb 4D Gee ane atte cite one | 
’ 
Order Heavy-Bodied or Regular Klean-Strip in the |, yourcost $]Q80 
“Little Dixie Package” from your jobber today = 
ittle D ge” f J ) reais For $2238 
THE KLEAN-STRIP CO., INC. . 
2340 S. Lauderdale, Memphis 6, Tenn. 


Te | 
4° out this Dag 
; e. 


KLEAN-STRIP—Greatest name in removers 








AD LAYOUT 


(begins on page 48) 





Ur, with the 3x5 proportion 
turned the other way with the five 
wide and the three deep, the sizes 
would be: 

1 column by 1 inch 

2 column by 2 inches 

3 column by 3!» inches 
1 column by 4!» inches 
5 column by 6 inches 

6 column by 7 inches 

Other proportions that building 
supply dealers find easy to use in- 
clude: 1x3, 2x5, and 3x7. To fit 
these proportions into columns wide 
and inches deep, it is necessary to 
extend or reduce this to the size of 
the newspaper. Or, if the news 
paper in your community is not the 
standard eight-column paper, it will 
be necessary to make some changes 
in the sizes given. 

An easy way to determine the 
size for the advertisement on the 
basis of any proportion or any size 
newspaper is to place the propor- 
tion in the lower right-hand corne) 
of a newspaper page 

Then, with a ruler or yardstick, 
extend the line diagonally through 
the proportion across the new spaper 
page. Next, measure down from 
the spot where the diagonal line 
intersects the newspaper column 


lines. This will give you the depth 
and the number of columns repre- 
sented will give you the width of 
your planned advertisement. 

As a general rule, long one-col 


umn advertisements and short wide 


should be avoided. 
However, some building supply 
dealers find that they can use a 
one-column seven or eight-inch ad 
vertisement effectively to list a 
wide variety of building supplies. 

Some newspapers have minimum 
size rules that will apply to unusual 
shapes for your advertisements. For 
instance, many newspapers require 
that the advertiser buy space one 
inch deep for each column wide 
Thus, it would be impossible to 
place an advertisement that was 
eight-columns wide and only one 
inch deep in the newspaper. 

3. Outline total space. Man) 
newspapers provide advertisers 
with layout sheets to make ad lay 
out easier. These sheets are ruled 
with the column width and are 
marked off in inches down the side 
Thus, if your advertisement is to 
be three columns wide by fourteen 
inches deep, you would use three of 
the ruled columns and run down 14 
inches to have an area that will be 
with your advertisement’s 


advertisements 


covered 
layout. 

If your local newspaper does not 
supply layout sheets, you can use 
any type of paper that is large 


enough to hold your ad outline. This 
can be outlined in the exact size you 
want for your advertisement by) 
tracing the outline of the columns 
in your newspaper and measuring 
down the number of inches you 
want to use in your ad. 

The width of the columns will 
vary with different newspapers. It 
is, therefore, important to use 
either the newspaper supplied lay 
out sheets or to trace the width of 
the columns for the particular news 
paper you plan to use for your ad 
vertisement. 

If you plan to 
advertisements in your advertising 
program, you will time by 
making up several layout sheets of 
the right size at one time. This will 
give you a supply of layout sheets 
so you can start with the next step 
for each individual advertisement 
you prepare 

4. Place the largest element. 
Many building supply dealers use 
mats to develop the main part of 
their ads. As a general rule, these 
are fairly large in size and should 
be placed first. This will make it 
easy to work in the other elements 
around the central part of your ad 

Another advantage of placing the 
largest element first is that it is 
possible to give your layout better 
balance. It will help you avoid too 
much white space or too much cops 
in one part of your ad 


use similar size 


Save 





WOOD PRODUCTS 





BARBEQUE 
CARTS 


UMBRELLA 
TABLES 





CATALOG 


FAN TRELLISES 


UPRIGHT 
TRELLISES 


BORDER FENCE 


Wii ROLL 


FENCE 
PERGOLAS 





: GRIFF —_——— 


For handsome appearance during life-long 
hinge performance. A full line of top- 
quality butts in all popular finishes. 
Your cusgjomers deserve fine hardware. 
Why not handle Griffin hinges? 

GRIFFIN MANUFACTURING CO., ERIE, PA. 


SINCE 1899 


and PRICES 


WRITE for 
WOODWORKING 


CONCORD COMPANY 


10 Beharrell St., West Concord, Mass. 
21 West Taylor St., Chicago 5, Illinois 
Circle No. 3 on Coupon, page 72 
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A building supply dealer need not 
be an artist to handle the placement 
of the mat or the ad-header. A 
square or an oblong box that is the 
size of the illustration will be all 
right for your layout. 

The space you designate for your 
mat on your layout can be marked 
“mat” or numbered to correspond 
with the mat you submit with your 
layout to your newspaper. If more 
than one’ mat is to be used in the 
ad, it is suggested that numbers be 
used to avoid any mix-up at the 
newspaper in setting up your ad. 

Boxes that are to be ruled for 
special emphasis in your advertise- 
ment can be handled in the same 
way. Make an outline of the space 
to be set up in a box and pencil in 
the “key” to the copy or mat to be 
used in this space. 


5. Set your headline. The next 
item in size in your layout will be 
your headline or your ad-header. 
The headline will be the theme for 
the particular ad. This can be pen- 
ciled into your layout in the ap 
proximate size you want it to cover 
in the completed advertisement 

When you are using an ad-header 
supplied by one of the newspaper 
mat services (American Lumber- 
man's ADservice, metro, Meyer 
30th, Stamps Cohain), it is possible 
to paste up the proof of the mat on 
the ad layout. Or, you may have 
some distributor supplied mats that 
can be used for headlines and the 
proof sheets can be pasted up in the 
same way. 

Pasting the proof on the layout 
sheet or penciling in the headline 
makes it easy to visualize the way 
the finished advertisement will look. 
If a proof sheet is not available for 
the ad-header mat or headline, you 
can indicate the amount of space to 
be used for this with a box and key 
the mat with the rough layout you 
are preparing. 


6. Prepare your copy. On the 
layout sheet to be submitted to your 
newspaper, you do not need to spell 
out your copy. It is indicated by 
lines the length of the copy, by 
white space with a pencil notation 
“copy” or by a box keyed “copy.” 

Your copy is attached to your 
layout when you give it to your 
newspaper representative. The dif- 
ferent blocks of copy are keyed to 
the space they will occupy on your 
layout to make it easier to makeup 
the ad at the newspaper plant. 

This system of handling copy has 
several advantages: First, the 
building supply dealer can prepare 
his layout early in the week for a 
week-end ad placement. The ad will 
be all ready to go to press and then 
at the last minute latest price quo- 
tations can be included with your 
copy. 

Some dealers, in fact, have the 
entire ad set up at the newspaper 
and then at the eleventh hour call 
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in their prices. This is to eliminate 
the possibility of competition know- 
ing prices before the newspaper is 
published. 

Second, this 
newspaper an opportunity to proc- 
ess your advertisement quickly. The 
copy is given to the linotype opera- 
tors for composition. The mats are 
sent to the stero department and 
the make-up man starts with the 
layout sheets to set the type by hand 
and to arrange the other standard 
elements 


system gives the 


7. Place your sig cut. You 
building supply firm’s signature is 
the last element to be placed in the 
layout of your ad for the newspaper. 
If you have a standard sig-cut 
(name logotype is another term 
used to identify your firm’s name 
in the ad), you can cut this out of 
former advertisements and paste it 
on the layout sheet. 

When a building supply dealer 
does not have a distinctive sig-cut 
but uses standard type for the firm 
identification, the name should be 
penciled on the layout sheet. This 
should also cover the amount of 
space you want to devote to your 
firm’s identification in the ad. 

Generally, the sig cut is placed 
at the bottom of the advertisement. 
This is logical from a sales stand- 
point because it comes at the close 
of the sale—where to buy the build- 
ing supplies and materials adver 
tised. 

However, when the advertisement 
is extra long—full length of the 
newspaper page or 21 inches—some 
dealers feel it is best to use two sig- 
cuts. One is placed at the top of the 
ad and another at the bottom. This 
makes it possible for the newspaper 
reader to see your firm’s name even 
if the paper is folded. 

Most newspapers will help a build- 
ing supply dealer with any knotty 
layout problems that may develop 
in unusual ads. A rough sketch of 
your proposed ad will serve the pur- 
pose with most newspapers and it 
will give you an attractive finished 
ad when published 


Warning: Avoid 
your advertising layouts. Try for 
a different approach something 
just a little different than the run- 
of-the-mill ads in your newspaper to 
attract more attention to your 
building supply and material ad- 
vertising. 
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More Dealers Than Ever 


are Now Reading 
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Perhaps 
you ve never 
seen a really 

Gay Blade" in 
your store 
maybe you don't 
know just how 
good our GRIFFIN 
Blades are. Take a 
minute and look at 
what these 
blades have to offer 


EACH BLADE — 
Clearly Marked 
Tooth Size and 
What if Will Cut 


EACH BLADE — 
Marked for Front End 


EACH BLADE — 
Top Quality 
The Best in Blades 
Since 1880 


EACH BLADE — 
Painted, Looks Good, 
No Rust, No Scale 


ALL BLADES — 


Factory Guaranteed 


Ask your jobber for 
GRIFFIN HACKSAW BLADES, 
COPING SAW BLADES, SCROLL 
SAW BLADES; or write for 
additional information and 
dealer prices 


Lat ow tL] 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N. Y. 
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10:05 A.M. The test begins. 
Making a variety of cuts, the 
Black & Decker Saw will get 
rugged, continuous on-and-off 
use in 2” lumber. 


7-DAY TORTURE TEST 


4:00 A.M. It’s 18 hours since the test 
began. The Black & Decker Saw has used 
10 blades and has cut over 4,000 feet of 
lumber so far. Technicians will spell each 
other to keep up the steady pace. 


> SAW TORTURE TEST Lhe 


| INE 


, im cad J 
8:30 A.M. Over twenty-two 
hours of work and a third shift 
of technicians. The B&D Saw is 
as fresh as a daisy although it 
has used 13 blades to this point. 


PROVES 


B&D SAW TOO TOUGH TO BEAT 


... ON THE JOB, 


How would you get an unbiased check on your 
saw’s performance? Black & Decker called in 
United States Testing Company, Inc., Hoboken, 
N. J., and told them to give it a torture test! 

For one full week—a B&D Saw was tested day 
and night without a chance to cool off . . . sub- 
jected to more wear and tear than most saws ever 
get in a lifetime of use. And the saw stood up! 
After seven days and nights, the saw was found to 
be in perfect condition! Here’s proof that Black & 
Decker is too tough to beat! 


A REAL SALES PLUS FOR DEALERS! 
NEW LOW PRICES IN TIME FOR 


SAWTIME 58 


ON BLACK & DECKER SAWS! 
SEE YOUR WHOLESALER! 





1. EasteER HANDLING 


IN THE STORE! 


And Black & Decker will be tough to beat in 
the store, too! We’re telling the story of our 7-day 
Torture Test to consumers and builders — in 
Popular Mechanics, Popular Science, American 
Builder, Practical Builder and other top publica- 
tions! We’re helping dealers with literature, point- 
of-purchase displays and other merchandising aids. 
Get in on Sawtime, ’58! Talk to your Black & 
Decker wholesaler now! THE BLack & DECKER 
Mrc. Co., Dept. H-302, Towson 4, Md. 


Light- 3. Provep RUGGEDNESS— 


ness and balance, easy adjust- 
ments, safety features give 
better control in the wood. 


2. MorE PowEeER—Cool run- 
ning B&D-built motor is cus- 
tom engineered for abundant 
power on tough sawing jobs. 


February 3 


Your Black & Decker Saw is 
built to last for years of de- 
pendable sawing. Unsurpassed 
B&D quality! 


4. Betrer VIsIBILITy—Ex- 
clusive picture-window view 
insures line-of-cut accuracy. 
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Test continues through the night: After twenty-four hours of on-the-job service, the saw was still in 
top operating condition. It was then put on laboratory testing machine to continue this grueling 
ordeal for another 6 days and nights. Entire experiment was under impartial supervision of the 


United States Testing Company, Inc.,* a leading independent laboratory. *Report No. 37135, Nov. 27, 1957 


World's Largest Maker of Electric Tools Look under "Tools-Electric” 
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AMERICAN 
LUMBERMAN 


Building Business 





Formula for Lineal-Foot Estimating Breakdown of Component Price 
and Other Unit Pricing Gable End 24'- 8" 2/12 Pitch 


Figure the distance around the house and subtract 2—2x4—16 $ 3.46 
8', multiply by $2.95. Add the two outside door |—2xb—12 1.97 
panels plus $1.50 per window for installation. The seins ‘ 
windows are added to the total price of the home. I—-2xb— 14... 2.30 
{Lineal foot price includes skirt board around house.) 60—sq. ft. KP Cedar Panel 10.50 
2—Ix8—16 DPP . ‘3 7.04 
Typical Prices—Robertson Lumber Co. 32—lin. ft. Solid Crown Moulding 6.72 
2x3 Interior Partitions... $ 1.30 per lin. ft. 1—12x18 Louvre. . 2.50 
2x4 Interior Partitions..... 1.50 per lin. ft. 72—sq. ft. 3" Duplex ae ae ae 
= tt Pee Phe — i per 3 Nails 90 
. Paneling, 344" Plyscord. 2.95 per lin. ft. : 
Ext. Paneling, Text. |-11 .. 4.89 per lin. ft. Labor, Pre-Assembly 12.00 
ceaeine vow oe ae fe — . is SPs a8 .65 
Rake Lookouts (if use . 11.50 each (4 per house f — 
Insulated sont add $1 per lin. ft. of outside wall. Component Price to Contractors... $49.26 
Exterior Door Unit 3-0... 109.18 complete 














that their product can be put up 
faster and better than ours,” says 
OW O e reassé l y ) 7 Robertson. “Then we roll up our 
sleeves and prove our story, pri- 
marily through a cost sheet, which 
we insist that the contractors use 
From this sheet the contractor can 
p a Nn to ontractors compute his exact cost with a mini 
mum of calculation. The purpose of 
these sheets are twofold: One is that 
we grew tired of the fact that con 
tractors did not know their own 
: i. A “ee costs; the other is that these sheets 
Pre-assembly system by Robert- provide a plus service to the con 

son Lumber Co. is accompanied by cost tractors, at no expense to them 
sheet, which proves savings to contrac- ' Component pricing. Many con 
tor; pricing system, which enables con- y 4a tractors want to figure their own 
tractor to quickly estimate component f sittin cpalnin thar pth se yh ye 
parts; and assistance in advertising and sible for the contractor to quickly 
By estimate the component parts,” ex- 
. plains Robertson. “We price our 
Robertson component exterior walls by the 
lineal foot; interior partitions by 
the lineal foot ; trusses by the piece; 


: : : : : : and gable ends by the piece. We 
s ortant ingredient in with insulation attached; prepan- , ating. 
The most imp g 7 : aa have a unit price on prehung doors 


selling component prepaneled homes eled interior partitions; prehung aay, 
“# i ied and closet units. All this eliminates 
to builders, says Hugh S. Robertson, doors; preassembled trusses. ines hours Gt Geurine tr @ ; 
3 z ‘ an) urs rur Vv the con 
vice-president of Robertson Lumber “What it amounts to.” says Rob- oe 
N. D., is skill in san. “in that « = we : ractor. 
Co., Grand Forks, is ertson, “is that such a preassembly e 
proving how your package can save system gives the contractor the op- Any speculative contractor or 
the contractor time and money. For portunity to eliminate much of his custom-builder is furnished a guar- 
Zobertson, this is done by pricing skilled labor costs. anteed bill from us, so that he knows 
on a component basis. i his cost from the start. The contrac- 
Robertson’s packaged house sys- Cost sheet. “We openly challenge _tor is furnished with one or two ex- 
tem includes prefabricated panels any of the shipped-in prefabbers perienced prepanel carpenters and 


model home promotion to consumer. 
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one of our architectural draftsmen 
to teach his own crews our building 
system. Capable advisers are avail- 
able at any time during construc- 
tion, too.” 


Drafting and display. As part of 
its “controlled sale” program, 
Robertson Lumber Co. set up a 
drafting department and a display 
room where photographs and plans 
of Robertson Modern Built Homes 
are shown. Contractors find fre- 
quent use of the automatic blue- 
printing machine in the Robertson 
drafting department; some even use 
it to duplicate their payroll form. 
This service is essential to the com- 
plete program of selling house pack- 
ages to contractors, says Robertson. 


Brand names. The lumberyard’s 
tradition of branded merchandise is 
very effective when incorporated in 
a packaged house program, says 
Robertson, who has been a winner 
in the national brand names contest. 
The Robertson Lumber Co. is now 
heavily advertised as the “North- 
west’s leading brand-name lumber 
dealer.” The yard’s advertising to 
the consumer builds customer in- 
quiries for its contractor customers. 


“We print our own plan book, on 
which builder’s names are im- 
printed. And at every model home 
we furnish a salesman, help the 
builder advertise and give him free 
time and space in our own television, 
radio and newspaper advertising. 
Not all of our builders use this as- 
sistance, but it is available to all,” 
Robertson says. 


Payoff. In 1957, the first full year 
of operating the packaged house 
program, Robertson’s prepaneled 78 
homes. This year’s outlook is for 
150 homes. This is in addition to 
supplying materials for other types 
of houses. Under the present pre- 
assembly method, the yard can turn 
out 41% houses in five days, includ- 
ing delivery. 


PREASSEMBLED TRUSS goes into place next to preassembled gable-end on a Robertson 
Lumber Co. ''Modern-Built’’ Home. Full-wall framing panels are often insulated at the 
dealer's shop. 





DRAFTING SERVICE is necessary for pre- DISPLAY is also essential so that contrac- 
assembled home program, according to tors can bring customers to dealer's store 
Robertson Lumber Co., whose 2-man de- to select materials and specialties. 
partment is seen above. 
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TWO-SIDED COST SHEET issued by Ro 
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important that labor costs are computed as well as materials, says 


consolidated material list and contractor's estimate form. It is dealer. 
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“Our 33 Macks are the main reason why we are able to give our ready- 
mix customers the best possible service at the least possible cost,” says Mr. 
Grover Whitley, president of Whitley Construction Co. of Decatur, Georgia. 
Adds Mr. Whitley, "The extra strength artd low maintenance built into 


Macks have significantly 








Whitley has eight of these 4-wheel Macks with 4-yard mixers for use on its 
smaller jobs, such as this residential construction. These Macks perform so econ- 
omically and stand up to wear so well that Whitley has four more on order, 
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“Beating the problem of high oper- 


ating costs was impossible for us 
until we bought our eight Mack 4- 
wheelers with 4-yard mixer bodies,”’ 
says Mr. Whitley. “In past years, 
we have used all makes of trucks 
in the lower price class for use on 
the smaller jobs, but maintenance 
and operating costs were excessively 
high. 

“Our business furnishes concrete 
for residential and commercial con- 
struction, which involves our trucks 
in both heavy city traffic and off- 
highway travel. Steep grades are 
frequently encountered, and on 
foundation pours the terrain is often 
very rough and the mud deep—con- 
ditions which do not make for low- 


=" ’ 
‘, 


~ od 
ope go He 


Two of Whitley's 25 Mack 6-wheelers pouring concrete at roadway construction site. 





Each of these Macks carries a 52-yard mixer. Whitley has found that Macks carry 





cost operation. 

“Yet, with an annual mileage of 
30,000 miles (an average of eight 
trips per day), down time is negli- 
gible, maintenance is low, thanks to 
Macks’ superior construction. For 
profitable operation, these Macks 
top all our other trucks. In fact. we 
believe that our reduced costs of 
operation are due mainly to our use 
of Macks!” 

* * * * 
For the large pours, Whitley Con- 
struction Co. operates 25 Mack 6- 
wheeler mixer chassis, again with 
top operating economy and little 
down time. The extra strength built 
into the chassis and sheet metal of 
all Macks pays dividends in extra 


these back-breaking loads with ease and dependability, at minimum operating cost. 


reduced operating 


costs... 


years of service that no other truck 


can equal. 


If you are looking for equipment 
that can substantially reduce your 
operating costs, let your Mack rep- 
resentative show you why Macks 
are the cheapest in operation and 
require the lowest possible mainte- 
nance costs. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd. 


MAC K 


first name for 


TRUCKS 
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Station-Wagon for Job Checks 


The policy of Arnold’s the Builder’s Center, Adams, 
Mass., is to give frequent assistance on garage and 
new home jobs, to both the contractor and amaieur 
builder. Robert Arnold, Jr., says that his company’s 
station wagon is ideal for this and similar chores. An 


Chrome Plating Extends 
Life of Saw Blades 500% 


Chrome plating 
will add measur- 
ably to the life of 
saw blades, Nation- 
al Homes Corp., 
Lafayette, Ind., has 
discovered. Chrome 
plating is not ex- 
pensive and shops 
doing this work 
will be found in 
most sizeable cities. 
Other advan- 
tages of chrome 
plating are: re- 
duces time spent in 
sharpening and 
cleaning gum build- 
up and stains. A 
study made by Na- 
tional showed that chrome plating prolonged the useful 
life of the saw blade as much as 500%. 
A conventional blade on one straight-line ripsaw was 
cleaned daily and sharpened once a week. Chrome- 


plated blades on the same saw are cleaned only once a 


increasing number of dealers report purchase of station 
week and sharpened only once a month. 


wagons for salesmen. 
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Illustrations show 3 popular, all-metal Mer 
chondisers. Many other models are available, 
including Free-Standing Merchandisers with 
metal or glass shelves and platform-mounting 
units for metal, glass or wood shelves 


STURDIEST CONSTRUCTION. Kason Merchandisers are built to Highest Quality Specifico 
tions. They are ruggedly constructed; stand firmly on all-fours; are furnished with finest, 
heavy-duty brackets to support maximum shelf-loads. 

GREATEST FLEXIBILITY. All parts are completely interchangeable; permit easiest seasonal 
change-overs and greatest adaptability to all merchandising needs. 

MODULAR DESIGN. Kason Merchandisers can be joined together to make impressive dis 
plays. Modular Design allows you to modernize your store on an “ADD-A-UNIT” plan 
ADD UNITS AS YOU NEED THEM! 

PERFECT BANDING AND BINNING. Kason Banding Splicers and Binning Clips are avail 
able for metal, glass and wood shelves. 


WRITE FOR CATALOG 
71 Wallabout Street 


KASON HARDWARE CORP' e Brooklyn 11, N. Y. 


QUALITY WISE, Kason Merchandisers give 
MANUFACTURERS OF HIGH QUALITY HARDWARE Since 1928 


you most for your dollar. They feature: CHICAGO DETROIT LOS ANGELES 
28 No. Halsted St. 8607 Grand River 3410 W. Washington Bivd. 


KASON MERCHANDISERS convert your 
floor space into profitable, self-service 
sales areas . . . bring you more Dollar sales 
per square foot. There is a model to fit 
your floor plan to fit every depart- 
ment’s needs . . . to fit your budget. 
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CROSSETT ROYAL OAK- 
FINEST FLOORING MADE 





AT CROSSETT — logs harvested from deep shaded 
hardwood forests are the beginning of precision 
crafted Crossett Royal Oak Flooring. This raw material 
from managed woodlands makes possible high 
standards of quality manufacture. Then, skilled 
craftsmen who have devoted a lifetime to working in 
hardwoods bring out the beauty and build in the 
quality of Crossett Royal Oak Flooring. There’s 


peace of mind and profit, too, in building repeat 


business with Crossett quality. 


Now available in the new Nested Bundles. 


<< Information on request. 
i ee, 
Bi cee RT ae ee a i ; iF 


A Division of The Crossett Company 
ARK AN SAS 
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Installation service 


Boosts Wrought Iron Sales 


Florida dealer keeps man available to cut and install 


wrought iron specialties. 


Having a man available to install 
wrought iron specialties has helped 
Combs Lumber Co., Gainesville, 
Fla., sell $5,000 annually in such 


SAMPLE WROUGHT IRON railing and column is used by William Combs to give cus- 


tomer an idea of what she'll end up with. 


SMALL INVENTORY is required because wide variety of designs and sizes plus speedy 





merchandise. It is “plus” business. 

The installation man is not a 
Combs employe, but he’s usually 
kept busy on Combs projects—re- 


delivery makes it easier to order from manufacturers catalog. 


60 


modeling jobs, carports, or installa 
tion of iron grille work on new 
homes for a general contractor. 
From 30 to 35% of the firm’s 
$300,000 annual volume is contrac 
tor trade within a 25-30 mile radius 
“The beautiful design of iron 
grille work makes it very popular,” 
says William E. Combs. “Everyone 
we've installed it for has been highly 
pleased and word-of-mouth adver- 
tising has led to other jobs.” 
Promotion of wrought iron spe- 
cialties has been done by radio, by 
newspaper advertising and envelope 
stuffers inserted in monthly state- 
ments two or three times a year. 
Combs advertises in the local news- 
paper every day. Once or twice a 
week specific items are featured. On 
other days ads are of an institu- 
tional type. Specific items are 
geared to the season, and grille work 
always comes in for its share. 


Direct mail. One of the most suc 
cessful direct mail pieces advertised 
carports. Of course, these don’t uti- 
lize grille work railings, but they do 
employ porch columns. 

“It’s something relatively new 
with the manufacturer,” explains 
Bill Combs, “‘and they put out a very 
nice brochure which has helped us 
A carport using grille columns is 
inexpensive and the finished job is 
beautiful. 

Because each job is more or less 
custom because of the different pat- 
terns involving several different 
pieces and lengths, Combs doesn’t 
maintain a large inventory. By 
keeping a few samples of available 
designs in both railing and porch 
columns, plus illustrations in the 
manufacturers catalog, and taking 
customers to see completed installa- 
tions, it’s possible to show the home 
owner just about what he’ll end 
up with. 


Easy to order. It’s easy to order, 
too, for the manufacturer furnishes 
an easy-to-use catalog which illus- 
trates and describes different de- 
signs available. Ordering is easy, 
too, because a graph is provided. By 
merely drawing in the size of the 
steps to be fitted, it’s easy to deter- 
mine whether or not the standard 
stock step section will fit. 

For ordering running feet of rail 
ing a shadow graph or graph as 
viewed from above is provided. This 
shows the railing sections, the newel 
posts and intermediate posts be- 
tween sections for a multitude of 
lengths. In other words, there is a 
series of railings and posts avail- 
able for almost any length span. 

Even so it’s a rare installation 
that doesn’t require at least one 
piece to be cut and shortened. And 
here’s where Combs’ installation 
man comes in handy for he has the 
cutting tools, an acetylene torch as 
well as the know-how to make it fit 
exactly. 
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KITCHEN PLANS 


(begins on page 26) 





specially-trained man or one you 
can satisfactorily train yourself. 
His energy and skill will take full 
advantage of everything else done 
in a merchandising way. The speci- 
fications for such a man are tough. 

He should be able to measure ex- 
actly and draw rough plans. He 
must know basic structure and be 
able to discuss electrical and plumb- 
ing requirements intelligently. He 
should have a feel for color and 
modern design. Your salesman 
should make a good appearance and 
be able to sell effectively to women 

his prime customers. 

Such men exist and often present 
employes can be trained to do a 
good kitchen selling job. They all 
need an adequate compensation plan 
for best results. In the fast-moving 
kitchen field, this means $8,000- 
$12,000 for a fully trained man. 


Selecting lines to sell. Wolf 
Supply Co., York, Penna., at the 
recent NRLDA_ Exposition com- 
mented that a dealer should expect 
basic services from his supplier. 
Wolf calls for merchandising, per- 
sonnel training, advertising and 
promotional assistance, sales tools 
and help on spec sheets, plus solid 
information for installations. This 
complete check sheet is available on 
request. 


Display in the showroom. Model 
kitchen may be as elaborate as the 
dealer setup shown on page 27 
or can be relatively simple. A few 
suggestions: plan for a minimum 
of one, 10-ft. kitchen with built-in 
oven, sink and countertop. The cost 
$600-$1,000. If a second kitchen is 
possible, plan something new—per- 
haps an L-shape with island or pen- 
insular units. This would require at 
least 13 ft. at a cost of $800 to 
$1,800. 

A full-scale display for volume 
business will require about a 30x30 
ft. area, or around 900 square feet. 
In such an area, you can show a 
corridor type, a U-shape and an 
L-shape in various price ranges. 
Your total investment would be 
$3,000 to $4,500. 

Displays should be changed at 
least once a year for best customer 
response. The cost should be amor- 
tized or the units can be sold off the 
floor, at a price concession. When 
your kitchens go in or are changed, 
take full advantage of local pub- 
licity possibilities. 

While most kitchens are placed 
towards the rear of the store, many 
dealers prefer their kitchens up 
front to attract prospects. A com- 
promise is always possible—the 
main display at the rear and a 10-ft. 
unit in the window. 


Promotion of kitchens, serv- 


BUILDING PRODUCTS MERCHANDISER 


ices. The ad layout on page 26, 
prepared from American Lumber- 
man ad mats, suggests several ap- 
aproches in advertising kitchens. 
Copy is slanted entirely to women 
and their desire to have something 
different. Financing gets a good 
play and individual, related items 
are illustrated, described and priced. 

Kitchens can be so profitable that 
many leading dealers recommend 
spending 40% of the total store ad 
budget for this sales package. Be- 
ing a high profit item, 3% to 5% 
of total kitchen volume can be spent 
for advertising. Newspapers are 
preferred because with this medium 
you can show the latest kitchen de- 
signs, along with convincing copy. 
You can also specify the location in 
the paper where women readership 
is highest. 

Direct mail and television is also 
working well for many lumber deal- 
ers. In all advertising, the essential 
idea is to tell a strong story on your 
organization, its reliability, service, 
skill and quality products. 


Become a kitchen specialist. 
Convincing the public that you are 
truly kitchen specialists is half the 
battle. Look at it from the custom- 
er’s point of view. They are making 
a big expenditure and have many 
doubts and fears. They’ll give the 
job to the company showing by 
their sketches imagination, close 
attention to detail, backed up by 
plenty of experience. At this stage, 
testimonial letters, photos of suc- 
cessful local jobs can be invaluable. 
One satisfied customer down the 
street will mean more than the most 
high powered pitch. When you have 
years of experience, never keep it a 
secret. 





KITCHEN CABINETS 


(begins on page 34) 





more package units. With precut 
components minimum skill is re- 
quired for the installation. 


Saves on materials. Although 

34” is required for bottom and top 
panels, the sides can be 14” mate- 
rial and the back can be 44” stock. 
Complete details on costs and de- 
scriptive literature is available 
from the Architectural Hardware 
Corp., 2132 Pacific Ave., Tacoma 2, 
Wash. 
EDITOR’S NOTE. This is the sec- 
ond new approach to kitchen cabi- 
nets keyed to the lumber dealer re- 
ported in the past 90 days. See 
A. L. Oct. 18, 1957 for details on the 
U. S. Plywood-Hotpoint pre-cut 
kitchen cabinet program. 

For new merchandising slants on 
kitchen turn to page 26 for help- 
ful information on promoting this 
popular package. 











THAN THE 
LENGTH OF A CIGARETTE 


¥ NO FRONT CUTOUT! 


Only the top cutout is needed 
for easy installation. 


v7 IT'S SUPER-THIN .. . 


Only 3” deep — Does not take 
up valuable drawer space. 


v7 FITS FLUSH 


To counter top — no space for 
spillovers to run under unit. 


¥ TILE INSTALLATION 


Easiest ever! As easy as any 


other material. 


v7 FITS ALL CABINETS! 


Thickness of tops or cabinet 
fronts is no problem. 


¥ INTERCHANGEABLE 


The Super-Thin gas and elec- 
tric cutouts are the same size. 


Yr. Dealer 


Why not take advantage of the 
opportunity to become a 


Modern Maid 


Distributor. You can qualify if 
you have salesmen calling on 
builders and if you have display 
space. If there is no exclusive 
Modern Maid Distributor in your 
territory, you will be given every 
consideration. Write today! 
olor pages 257 thru 
the “American Lumberman 
1958 Dealer Products File” for 
further details 


» TENNESSEE 
-STOVE WORKS 


CHATTANOOGA, 
TENNESSEE 


DEALER PRODUCTS FILE 
JANUARY 20. 1958 


CATALOG: 
PAGES 
267-260 
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NEW Mace] era Bs 


Food Disposers 


Operating on a batch- 
feed principle, the Impe- 
rial model above disposes 
of a 1% quart load in a 
few seconds. Also an- 
nounced is a new Custom 
model. Whirlpool Corp., 
Dept. AL, St. Joseph, Mich. 


Automatic Cooking 


New built-in ovens and 
cooktops offer automatic 
cooking without watching 
or adjusting of controls, 
says maker. Give kitchen 
a smart look. General Elec- 
tric, Dept. AL, 310 W. Lib- 
erty, Louisville, Ky. 


¢ KITCHENS 


(also see Kitchen Section, page 25) 


e 


Flexible Laminate 

Tradenamed Kevinite, a new flex- 
ible, decorative laminate is composed 
of special grades of core papers that 
are impregnated with an overlay of 


hard thermosetting resin. 


a wide variety of patterns, colors and 


Offered in 


woodgrains, it comes in rolls 30” and 


36” wide. 


Homemakers may buy it by 


the foot or yard. Its flexibility is said 
to make it easy for anyone to resur- 


face in three simple steps. . 


. cutting, 


bonding and rolling. Swedlow Plastics 


Co., 


AL, 394 N. Meridian Rd., 


Youngstown, Ohio. 
Circle No. 201 on Coupon, page 72 
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Laminating Adhesive 


Hybond, a contact ad- 
hesive, bonds all plastic 
laminates and eliminates 
the need for clamps or 
presses, says maker. 
Pierce & Stevens Chemi- 
cal Corp., Dept. AL, 710 
Ohio St., Buffalo 3, N. Y. 


Constant Hot Water 


Konstant Hot, a new 
built-in, is automatic and 
self-filling. Provides 10 
cups of the hottest water 
instantly available at all 
times. Delta-T-Inc., Dept. 
AL, 25 Canfield Rd., Cedar 
Grove, N. J. 
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Westinghouse Line 


A refined line of built-in 
electric ranges in a series 
of two ovens and four sur- 
face cooking platforms is 
offered in a choice of me- 
tallic finishes. Westing- 
house, Dept. AL, Mans- 
field, i 


Square in Design 

A new square-design re- 
frigerator line includes 5 
models in 12 and 14 cubic 
foot sizes. All models are 
31” wide, vary in height. 
Kelvinator Div., American 
Motors Corp., ‘Dept. AL, 
Detroit 32, Mich. 


King-Size Oven 

A top-of-range 4-way 
cooking center, an Insta- 
Set back panel and a king 
size 20” oven are new fea- 
tures in the maker’s 1958 
line of gas ranges. Geo. D. 
Roper Corp., Dept. AL, 
Rockford, Il. 


Armstrong 
LINOTILEe 


Eight Patterns 


A special rack displays 
the Textured series in the 

maker’s new-formula Lino- 
tile. It holds 9 tiles of each 
of the 8 patterns being in- 
troduced. Armstrong Cork 
Co., Dept. AL, Lancaster, 
Penna. 
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"The Sink That Cooks” 


Called “the sink that cooks,” the 
Youngstown Servi-Center is an all-in- 
one appliance designed to answer 
American homemakers’ demands for a 
sink that will provide campactness, 
maximum efficiency and luxury. Among 
its features are two automatic push- 
button dispensers for detergent and 
hand lotion, lighted bowl, electric out- 
lets for quick cooking. Constructed of 
stainless steel in white or sandalwood, 
it is available in two sizes—54” and 
42”. Youngstown Kitchens, a div. of 
American Standard Products, Dept. 
AL, Warren, Ohio. 
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A Furniture-Like Finish 


of the new 
Fashionwood kitchen cabinet line pro- 
vides an all-flush contoured interior, 
plus easier, faster cabinet installation, 


Unique construction 


says maker. Cabinet fronts have a 
furniture-like finish, plus ceramic door 
pulls. A complete package selling pro- 
gram also provides decorator designed 
color coordination plans to be used by 
the homeowner for the entire room. 
Curtis Companies, Inc., Dept. AL, Clin- 
ton, Iowa. 
Circle No. 211 on Coupon, page 72 


Trinket & Appian Patterns 


Two striking new decorative pat- 
terns are announced by the manufac- 
turer of Pionite high-pressure plastic 
laminates. Appian, a rich, modern de- 
sign of ombre stripes, is overlaid with 
fine, irregular cross-hatching to pro- 
duce an interesting textured effect. It 
is offered in charcoal, gray, coral, 
beige, aqua and yellow. Trinket shows 
a far eastern decorative influence. Tiny 
oriental motifs are lavishly sprinkled 
on shantung-like backgrounds of char- 
coal, yellow, gray, tan, aqua or red. 
Pioneer Plastics Corp., Dept. AL, 28 
Goodhue St., Salem, Mass. 
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Space-Saving Dishwasher 


A compact under-counter dishwash- 
er, the new James-Universal model, 
takes only 18” of space. It will fit vir- 
tually every size kitchen. The dish- 
washer can be installed just as easily 
at the right or left end of a cabinet 
arrangement, as well as under any 
section of a continuous counter top, it 
is said. Known as model 9918, it will 
wash more than 100 pieces at once. It 
pulls out from the front on ball-bear- 
ing nylon wheels and loads from the 
top on plastisol cushioned racks. The 
wash well is stainless steel. Cribben 
& Sexton Co., Dept. AL, 700 N. Sacra- 
mento Blvd., Chicago 12, Ill. 

Circle No. 213 on Coupon. page 72 
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.. & natural for 
the trend to outdoor — 
summer living 


TIMELY 
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The move is to outdoor summer living ond eating... 


on the patiol 


With the new Packaged Slate Patio, 
all.the contractor or do-it-yourselfer need do is follow 


e FOR PATIOS 


a simple arrangement diagram to achieve a true 


custom look. 
in a variety of colors... ready to lay. 


INEXPENSIVE 


Production line pre-cutting method means real savings 
to the consumer. It puts a slate patio within the average 
homeowner's reach... provides you with a tremendous 


market potential for slate patio selling. 


Pieces are already cut in different sizes, 


e ADAPTABLE TO 


exterior walks 
interior floors 
fireplace hearths 


MERCHANDISING AIDS TO PUT SELL INTO YOUR PROGRAM 


NATIONAL ADVERTISING ... 

FOR PRE-SELLING 

Your customers will see the Packaged Slate 
Patio in LIVING FOR YOUNG HOMEMAKERS 
ond POPULAR GARDENING. Product identi- 
fication is established nationally to make 
your local selling job easier! 


POINT OF PURCHASE DISPLAY .. . AN 
EXTRA SALESMAN WORKING FOR YOU 
Display keeps selling for you all day... 
every day! Stand it on a counter. . it's 
3-color, 15” x 20%". Pocket contains 
supply of 4-color brochures. 


DEALER MATS... TO TIE IN 
WITH YOUR ADVERTISING 
A series of newspaper mats are available 
to sell the product... and you as the area 


Dealer! 


4-COLOR BROCHURES .. . TO STIMULATE 
BUYING INTEREST 

Fully illustrated, the brochures show various 
basic designs for easy following. Use them 
for direct mail . . . keep them stocked in 
your display. 


FOR COMPLETE INFORMATION ON THIS UP-TO-THE-MINUTE PRODUCT, WRITE NOW TO: 


STRUCTURAL SLATE COMPANY OPEN ARGYL, PA. 
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A Do-It-Yourself 


“NATURAL” 


o 
> 


that’s taking the 
country by storm 


& COLUMNS 
GIVES HOMES THE 
MILLION DOLLAR LOOK AT 
BREAD & BUTTER PRICES 


Insist upon Heavy-duty Versa 
Railings & Columns...Imitated 
but never duplicated. 


SELF-SELLING complete floor display 
unit and merchandising pack- 
age of display cards, literature, 
planning charts, order blanks, 
instruction sheets and news- 
paper mats furnished FREE 
with initial order. 

A&2B GG GG @@GG@Eae eae aan aanae 
Write Today For Information 

VERSA PRODUCTS COMPANY, 

Lodi 1, Ohio 

Send details of Versa-Railing program to: 

Nome___ 

a 

Address___ 

City 

Jobber 


ar ce SF ee eB eee ee ee ee eee 
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High-Low Base Cabinets 


A brand-new cabinet height—30%”, | 
including sub-base and counter top, 
is ideal for mixing and for a number | 
of sit-down kitchen tasks. It’s also 


ideal for a bathroom vanity cabinet, 
Mounted on smart 9%” | 
| 
| 


says maker. 
legs, the lower cabinet becomes stand- 
ard kitchen height and offers fresh | 
possibilities in kitchen convenience. 
All Wood-Mode base units are avail- | 
able in this new height as well as in 
the standard 36” height. They’re made | 
in any of Wood-Mode’s 22 colors and | 
natural stains in both colonial and 
contemporary styles. Wood-Metal In- 
dustries, Inc., Dept. AL, Kreamer, 
Snyder County, Penna. 
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Bilt-In Refrigerator & Freezer 





The new Revco Gourmet, with beau- 
tiful classic exterior design, installs 
at convenient eye and arm level. The 
compressor, combined with a new 
spiral evaporator and air-circulating 


| system, is integral with the unit but 


is located above and outside the food | 
storage cabinet. Humidity control and | 
defrosting are completely automatic. | 
Five new Revco Bilt-Ins are offered 
with choice of finish: stainless steel, 
copper-glo, matching wood and choice 
of 28 decorator colors. Each a sep- 
erate unit, Revco Bilt-In refrigera- 
tors and freezers may be installed 
singly or in multiples. Revco, Inc., 
Dept. AL, Deerfield, Mich. 
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Kitchen-Aire Oven Hood 
A new Kitchen-Aire Oven Hood now 
range hood installation with both hoods 


being exhausted by the same Kitchen- 
Aire ventilator. The ventilator is out- 





| side the house at the terminal end of | 


the ducting. Its 24” length is designed | 
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| the fresher the paint... 
| the faster it sells! 


Build volume, repeat business 
in your paint department 


2400 Vauxhall Road, Union, N.J., U.S.A 
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Recommended Reading for Lumber Dealers 


PRICING 
FOR 
PROFIT 
AND 
MAKING IT 
STICK 


eh PRICING tor PROFIT J © 
* Fie ‘ 





How to sell lumber and building products 
profitably. How to calculate costs, make mark- 
ups and set prices that insure an adequate 
profit. This is ART HOOD’S famous text on 
“compensatory pricing’’................50¢ 








AMERICAN LUMBERMAN 
ROOM 2000, REPRINTS 

139 NORTH CLARK STREET 
CHICAGO 2, ILLINOIS 


Enclosed is 


please send me coples 


by 
return mail 


WAME 
COMPANY 
ADDRESS 


CITY 
STATE 














Snap-On Doors & New Cabinets 


A snap-on door in three styles and 
two cabinets, one of wood and one of 
steel, are announced. Called Dimen- 
sional, Provincial and Suburban, the 
doors are surfaced in Formica and 
Textolite in a wide variety of colors, 
patterns and woodgrains. A _ heavy 
gauge, plated steel hinge, half of 
which is on the door, half on the chas 
sis, permits doors to be snapped on 
or off without the use of tools. Dealers 
can show six different kitchen lines 
with one display and a housewife can 

redecorate her kitchen with just a 
to fit all standard size built-in ovens, “snap of the hinge.” Raygold Indus- 
it is said. The air flow can be controlled tries, Inc., Dept. AL, Railroad Ave., 
with a hinged damper just under the Copiague, L. I., N. Y. 
hood. Stewart Industries, Inc., Dept. Circle No. 219 on Coupon, page 72 
AL, 320 E. St. Joseph St., Indianapolis (continued on next page) 
2, Ind. 
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TARTER, WEBSTER & JOHNSON 


Manufacturers of West Coast Mouldings 











OFFERS EXCLUSIVELY TO JOBBERS 


: A Dependable 
Oriental Magic Idea Kitchen \ Year Around Source of 


Frigidaire’s Oriental Magic Idea 
Kitchen for 1958 incorporates a cook- \ LIFOR | HIGH l | UDE 
ing center, clean-up area, dining fa- 
cilities and commodious storage facili- \ 
ties. The 12.5-cubic-foot refrigerator WHITE g DOUG S FIR 
serves both the kitchen and patio. A 


dining-room table unfolds from cabinet 
at extreme right. Appliances include 
30” electric range with French doo) \ 
oven, under-counter dishwasher and 
refrigerator. All are finished in char- 


coal gray. Decorative Japanese plastic 
panels of butterfly design give the 
kitchen a spacious appearance. Frigid- 
aire div., General Motors Corp., Dept. 
AL, Dayton 1, Ohio. 
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Ware 150 MANUFACTURE AND SUPPLY 
THE FOLLOWING ITEMS IN PONDEROSA PINE: 





@ Finger Jointed Mouldings @ Doors and Jambs 
(Specified Lengths) 


Script & Marble Patterns , 
Two new patterns, Script and Mar- @ Cut Stock @ Windows and Sash 
ble, are now offered in Bolta-Top flex- 
ible plastic laminate. Designed for é . 
use “ counter tops, backsplash areas, S Lineal Mouldings @ Venetian Blind Stock 
etc., the Bolta-Top material is im- 
pervious to alcohol, fruit acids and 
most staining agents, says maker. 
web orgy RAE thrall ngmelten tll CALL YOUR NEAREST JOBBER FOR TW&J MOULDINGS 
widths, Bolta-Top can be cemented to 
counter and wall areas with little or 
no waste. It can be bent without y 
cracking and may be installed with or Tarrer.W EBSTER & JOHNSON. Inc. 
without metal moldings, as desired, 
states maker. The General Tire & ; P.O. BOX 3498 
Rubber Co., Bolta Products Div., Dept. San Francisco 19, California Wra) 
AL, Lawrence, Mass. PRospect 6-4200 Teletype SF 211 
Circle No. 218 on Coupon. page 72 
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This “Silent Salesman’ 
Puts Your Message 
In Their Hands! 


@ Scripto pens and mechanical 
pencils keep your sales story at the 
fingertips of your prospects! 


Sih 


) ELECTRIC 


array” EE RFD 


oO: 


e@ Adgif offers you 40 fabulous 
models — ball pens with famed Rx* 
ink...pencils...sets—complete line! 


GENERAL C6) 


@ Eleven sparkling barrel colors... 
two tones ...nine contrasting sales 
message inks! 








@ Perfect as “calling cards”... for 
grand openings ...conventions... 
sales campaigns...gifts for visitors 

. to win jobber salesman and 
retail clerk cooperation. 


@ You can afford to use Scripto. 
Send this coupon now! 


ADGIF COMPANY 
A Division of Scripto, Inc. 
P.O. Box 4847, Atlanta 2, Georgia 


RUSH FACTS about using Scripto pens 
and pencils in my sales promotion acti- 
vities. Please include prices. I under- 
stand there is no obligation. 

NAME 
TITLE 
COMPANY NAME 
COMPANY ADDRESS 
CITY. STATE_____- Al -81 

















The World’s Largest Se!ling Line! Over 
70 Million Pens, Pencils Sold in 1957! 


po--———--—------- 
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NEW PRODUCTS 
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Copper-Mode Cabinet Hardware 


For town house or cottage, Stanley 
Hardware is introducing a new line 
of cabinet hardware. Called Copper- 
Mode, the new items were pre-tested 
at the Home Builders show this year. 
Out of more than 4,000 votes regis- 
tered, the new designs pictured above 
took first place. Copper-Mode, made 
of cast alloy, with brushed copper- 
plated finish has a new _ baked-on 
lacquer for long life. Stanley Hard- 
ware, div. of The Stanley Works, Dept. 
AL, 111 Elm St., New Britain, Conn. 


Circle No. 220 on Coupon, page 72 


Barby-9 Lighter 


Colorful in gold and black, the new 
Barby-Q Lighter holds 10 ounces of 
fuel, is conveniently designed with a 
6” angle spout of seamless tubing. 


The spout has an open-close control 
valve in the brass tip, which effectively 
seals the brass nozzle when not in use. 
A full stream or one drop of fuel can 
be dispensed, depending on pressure 
applied to the finger lever. Eagle Mfg. 
Co., Dept. AL, 2770 Charles St., Wells- 
burg, W. Va. 
Circle No. 221 on Coupon, page 72 


Fireplace Barbecue Grill 


With the new Fireplace Barbecue 
Grill, you can enjoy barbecue cooking 
with living-room comfort, says maker. 
Easily mounted in fireplace 25” or 
more in width and 24” to 39” in height, 
the 20” x 9” plated grill can easily 
be adjusted to height desired from 
coals and swings away from fire for 


ease of serving. Use either regular 
fireplace fuel or charcoal. Alva Allen 
Industries, Dept. AL, 1001-15 N. 3rd 
St., Clinton, Mo. 


Circle No. 222 on Coupon, page 72 


Prevents Sagging 


Quik-Bilt Shelf and Pole Bracket is 
an ideal way to support clothes poles 
and closet shelves. Prevents sagging 
of clothes poles and closet shelves and 
is quickly installed, says maker. Re- 
quires only 4” of pole width, accom- 
modates 1%” poles and 10” or 12” 
shelves. Finished in  copper-tone 
enamel. Belson Mfg. Co., Dept. AL, 
East River Rd., No. Aurora, Il. 


Circle No. 223 on Coupon, page 72 


Guest Room Door Knockers 


La Petite is the name of a line of 
new apartment and guest room doo) 
knockers. The guest room door knock- 
er, No. 761, is only 4” high. A mahog- 
any grained plate with white numbers 
can be added. When used as an apart- 
ment door knocker, No. 762, a card 
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holder, on which a name can be print- 
ed, is attached to the lower portion. 
The H. B. Ives Co., Dept. AL, 5 Arti- 
zan St., New Haven 8, Conn. 
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Utility Drill Press Vises 

Designed primarily as basic work- 
holding tools for use in drill press 
and other production and job work, 
two Utility Drill Press Vises are read- 
ily adaptable for work on_ special 
pieces, jigs and fixtures. Jaws of the 
DP35 measure 3%” wide, 1%” deep 
and open to 4%”. The vise weighs 
12% pounds. The DP50 jaws are 5” 
wide, 1%” deep and open to 5%”. The 
unit weighs 24% pounds. Reed Mfg. 
Co., Dept. AL, Erie, Penna. 

Circle No. 225 on Coupon. page 72 


Optional Key-in-Lock Feature 

A new combination screen and 
storm door latch, No. 408, is offered 
in anodized aluminum and natural and 
brass-colored finishes. A nylon latch 
bolt will automatically unlock the 
latch when depressed against the 
strike to prevent the user from locking 
himself out. Knob is offered with an 
optional key-in-lock feature to permit 
the user to lock and unlock the screen 
or storm door from the outside. Re- 
versible, the latch can be mounted on 
either right or left-hand doors. Na- 
tional Lock Co., Dept. AL, Rockford, 
Ill. 

Circle No. 226 on Coupon, page 72 
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Garage Storage Rack 

Offering a new concept in home 
garage storage, Garage-A-Tier Rak 
stores and stacks screens, storm doors, 
trucks, cartons and household-garden 
accessories, etc. Its load-carrying ca- 
pacity is 1,000 pounds; its free-stand- 
ing structural steel frame fits over car 
hood. Suitable for any size garage, 
it has an adjustment of 6’ to 10’ in 
length; five reinforced steel deck pan- 
els. Shipped kd with all zinc-plated 
hardware. BFC Houseware-Hardware 
Div., Bernard Franklin Corp., Dept. 
AL, Bath & Hedley Sts., Philadelphia, 
Penna. 
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Answers to the 
KITCHEN QUIZ 

. True 17. 
False 18. 
False 19. 
True 20. 
False 21. 
True 22. 
True Ee 
False 24. 
False 25. 
False 26. 
True  ¥ P 
True 28. 
True 29. 
False 30. 
True ae; 
16. False 

Scoring: Excellent, 0-5; Good, 5-10; Fair, 
10-15. 
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tion market? 


sharper blade? 


wrought iron sales? 


latex paints? 





What's Your Answer? 
(Answers on page 72) 
Name two big trends in kitchen design for 1958. 


What helpful installation idea has been introduced to make Bruce 
Crestwood flooring easy to lay? 


Where has the Street Lumber Corp. found a good part of their insula- 
What new product can help your customers mow their lawns with a 
What service maintained by a Florida dealer has helped to boost 


How can you capture your share of the growing teen-age market for 


How many retailers so far have signed up for the HIC program? 
What is the purpose of the new Molly Jack Nut? 


What has the Robertson Lumber Co. found to be the most important 
ingredient in selling component prepaneled homes to builders? 


Which nails now available are painted to match modern colored sidings? 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 
sult them on your next requirements. 





*Bemis Hardwood Lbr. Co., Robbinsville, N. C. 
Hemlock, Hardwoods, Flooring, Dimension 





*M. E. Crisp Lbr. Co., Welch, W. Va. 
West Virginia and Kentucky Appalachian Hardwoods, 


Oak, Poplar, Beech, Maple, Ash, Hickory, Chestnut 
and other hardwoods. All facilities. 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





Wood-Mosaic Corp., Louisville g, Ky. 


White and Red Oak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





*Hamer Lumber Sales, Inc., Kenova, W. Ya. 


Exclusive Soles Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va 
Hamer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 





*Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
Circle No. 55 on Coupon, page 72 
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ESTIMATING CHARTS 
FOR 
FARM BUILDINGS 


By E. A. Malm, Architect 


A NEW, PRACTICAL AND SIMPLIFIED 
SYSTEM FOR FAST, EASY AND RE- 
LIABLE ESTIMATING 


The latest revised edition now contains 
Estimating Charts and late types of con- 
struction details of Gothic, Gambrel, 
Plank Truss and Plain Gable Barns, 
Rafter Chart, Barn Misc. Corncrib & 
Granary Hog and Poultry Houses, Ga- 
rages, Implement Shed, Misc. Buildings, 
Masonry Windows, Doors, Nails, Paint, 


Labor 


ESTIMATING CHARTS | 
x | 
Fanos WoL Digs 
’ 
Maat 


ee 


The Charts are made to use like an 
Actuary. Simply select the column giv- 
ing the size desired or combine the 
quantities in two columns for odd size 
The material is described under sections 
on each chart such as Walls, Floors, 
Roof, Cornice, Misc. Over 6,000 possible 
estimates given, on all the practical sizes 
The quantities required are given in the 
usual estimating terms. Labor given in 
hours for 1,000 bd. ft. or 100 sq. ft. wall 


This service consists of 75 pages 8!/2x11, 
28 pages construction details and 44 
pages of Estimating Charts, bound in 
a high grade flexible loose leaf ring 
binder. 18 celluloid index tabs for quick 


reference 


PRICE $15.00 


Order From 
American Lumberman, 
139 N. Clark, Chicago, 2. 
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File Merchandiser 


Fuller Tool Co. is continuing its 
program of self-service profit-makers 
by introducing a new file merchan- 
diser. Called the No. 150, it consists 
of 24 de luxe first quality files, 3 each 
of 8 different types, carded, pre- 
priced and displayed on a free three- 
tier stand-up, hang-up metal rack. The 
set contains 6”, 8”, and 10” mill 
bastard files; 6” and 8” round files; 6” 
extra slim taper file; 7” double extra 
slim taper file and an 8” %”-round 
bastard file. Fuller Tool Co., Inc., 
Dept. AL, 3522 Webster Ave., New 
York, N. Y. 

Circle No. 228 on Coupon, page 72 


Feeds Rollers Automatically 
A new revolving display, the Roller- 
ama turns with a flick of a finger just 
like a lazy susan, dispenses rollers 
automatically and is adaptable for use 
either as an island merchandiser, 
counter display or as a pegboard rol- 
ler sleeve dispenser. Built in two 
easy-to-assemble sections, the upper 
section holds roller sleeves only and 
contains six compartments, which car- 
ry specific type sleeves for specific 
paint uses. The lower section con- 
tains a full complement of boxed sets, 
trays and roller frames, in both 7” 
and 9” widths. Rollers by Baker, Inc., 
Dept. AL, Brandon, Vt. 
Circle No. 229 on Coupon, page 72 
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Shows Range Hood Finishes 


A new swatch board dramatizes the 
firm’s electroplated range hood fin- 
ishes by displaying actual metal 
swatches of all seven finishes. It illus- 
trates every hood model and identifies 
which finishes and lengths are avail 
able. On its back are actual photos 
and specifications. Its small briefcase 
size, 8%” x 9%”, makes it a valuable 
sales tool for use with homeowners. 
It can also be hung on the wall or 
placed on a counter. Stewart Indus- 
tries, Inc., Dept. AL, 320 E. St. Joseph 
St., Indianapolis, Ind. 
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Marine Fiberglass Materials 
A new Fiberglass Evercoat mer- 
chandising rack occupies less than 3% 
square feet of floor space, yet con- 
tains a wide range of boat repair, 
maintenance, finishing and _ building 
materials, all packaged for easy self- 
sales. The rack also contains Ever- 
strip paint and varnish remover. It 
is topped by an eye-catching, marine 
fiberglass materials poster showing 
color card for easy selection of Ever- 
coat Resin colors. Fiber Glass-Ever- 
coat Co., Inc., Dept. AL, 7253 Vine St., 
Cincinnati, Ohio. 
Circle No. 231 on Coupon, page 72 


"The Man from Missouri" 

A new film on the latest develop- 
ments in the use of Asbestos-Cement 
siding is announced. Called “The Man 
from Missouri,” the full-color, sound, 
18-minute, 16mm movie tells how 
builders are using Asbestos-Cement 
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siding to increase sales of medium and 
higher-priced homes. Prints of the 
film may be obtained for showing with- 
out charge by writing the Asbestos- 
Cement Products Assn., Dept. AL, 
509 Madison Ave., New York 22, N. Y. 
Circle No. 232 on Coupon, page 72 


“Try-It-Yourself" Display 

A new Dramex Texture Paint dis- 
play features a pad of heavy paper 
printed to resemble cracked and 
chipped plaster. A jar fitted into the 
display is filled with Dramex, ready 
to be brushed on the pad. A second 
jar, for water, is supplied to hold the 
brush when it is not in use. The com 
bination of the open jar of Dramex, 
the brush and the pad to paint on 
makes the impulse to “try it yourself” 
almost irresistible. Sheets from the 
pad tear off easily for the customer to 
take home as samples. The Reardon 
Co., Dept. AL, 7501 Page Ave., St. 
Louis 14, Mo. 

Circle No. 233 on Coupon. page 72 
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Complete Fireplace Form 

The new Benefire point-of-sale dis- 
play is the real thing, an actual fire- 
place form mounted on casters for 
easy maneuverability. An attractive 
two-color display card mounts on the 
top of the form and a handy plastic- 
faced literature dispenser for catalogs 
is placed on the front of the form. 
Bennett-Ireland, Inc., Dept. AL, Nor- 
wich, N. Y. 

Circle No, 234 on Coupon, page 72 
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A 
Special 0 
TO OVERHEAD DOOR MARKETERS ! 


The Ambassa-dor Co. — Specialists in the manufacture 
of top quality hardware and track for overhead doors — 
offers a complete line of deluxe hardware and acces- 
sories at attractively low prices 

Galvanized ''SLANT-RITE" track construction provides 
a tight seal when door is closed yet eliminates ‘'rub- 
bing’ in operation. Requires only 9'' Headroom 

Rollers are heavy gauge, double tire, steel ball bear 
ing, grease pre-packed and lifetime lubricated. Guaran 
teed for five years. 

Oil tempered helicaliy wound steel extension springs 
calibrated to your door weight requirements. 

Sheaves: galvanized with greased packed ball-bearings 
for longer life. 

Cable: aircraft, galvanized (10 to 1 safety factor) 

Hinges: Sturdy 8'', 12 gauge hollow pin rivet hinges, 
galvanized ond graduated for easy operation 

Corner bracket: heavy steel crow-foot type, designed 
to tie in bottom rail and end stiles and strengthen 
against joint separation — remove strain from bolts 

Hardware packed in individual plain cartons to re- 
ceive your label or identification. Your own instruction 
sheet can be included in cartons or a ‘'neuvtral'' sheet if 
desired. 

Special applications available for low headroom, tor- 
sion spring, commercial, industrial or service station in- 
stallations. Write for information regarding electric or 
radio controlled operators and other accessories. 

For complete information and prices, indicate quanti- 
ties you can use . . . include with your inquiry an order 
to ship you a sample set. . . full refund if returned. 











AMBASSA-DOR CO. 


MANUFACTURERS OF OVERHEAD DOOR HARDWARE 
— FOR OVER 17 YEARS 





P. 0. Box 598, Malvern, Penna., Telephone: Malvern 4659 
Circle No. 23 on Coupon, page 72 





Double tool sales 
with 


Products of Merit 
~~ |CONSUMERS| | 


STANLEY aes Ee 


\CEMENT 


PROHITOOL 


The quick, clean,easy way to put 
up tile board, any thickness — 
permanently! 


Never sets brittle...won't dry 
out and pull away. 


Mr. J. L. Miller of Miller Waterproof. Contains special 
Bros. Hdwe., Pomona, Cal., rubber base. 
says, “Our customers remark 
how easy it is to find the tools 
they want, and this explains 
a nice salesincrease in our tool Available in quarts, gallons, 5 
department since we installed gallons. 
Stanley PROFITOOL.” 
Double your tool sales 
with Stanley PROFITOOL. 
A post card saying Profitool, \ rot 
to Stanley Tools, New Bri- ORDER FROM YOUR WHOLESALER - 
tain, Conn., brings details by \ OR DIRECT FROM Us | | 
return mail. Do it now. 


Economical. Covers 150 sq. ft. per 
gallon 


CONSUMERS GLUE CO. 


1515 N. HADLEY ST. ST. LOUIS 6, MO. 





Circle No. 56 on Coupon. page 72 Circle No. 57 on Coupon, page 72 
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American 
Lumberman 
Classified 
Advertising 





Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

| Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 

Add $1.75 per insertion for blind ads bearing 

box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED 








HELP WANTED 








SITUATIONS WANTED 

















WANTED WHOLESALE LUMBER SALESMAN 
with customer following to call on retail 
lumber dealers and industrials. Prefer to 
discuss by accounts instead of specific terri- 
tory. Large diversified yard and warehouse 
inventory to supplement carload sales. Liberal 
profit-sharing plan. Write stating experiences, 
age. references. Replies strictly confidential. 
Empire Wholesale Lumber Company - Akron, 
10. 





LUMBER SALESMAN 
West Coast Manufacturer and Wholesaler de- 
sires to employ experienced Fir lumber sales- 
To operate sales office in a major Mid 
West or Eastern area. Address Box A-22, 
American Lumberman, Inc. 


DETAILER AND BILLER — Large architectural 
millwork concern located midwest seeks a 
competent detailer and biller for church and 
school work. Send resume of experience, age, 
expected salary and when available. Excel- 
lent opportunity. Address Box A-26, American 
Lumberman, Inc. 


CUT STOCK SALESMAN WANTED 
Oregon Wholesaler needs an experienced cut 
stock salesman to work on a —— 
basis. Hallinan Lumber Company. 628 S. 
Harrison, Portland, Oregon. 


STENOGRAPHER 
Central Florida Lumber Dealer wishes té em- 
ploy experienced Stenographer who can take 
dictation in shorthand, use Dictaphone and 
type. Air conditioned office. A good place 
to work. Address Box A-4l, American Lum- 
berman, Inc. 


RETAIL LUMBERMAN WANTED 
Central Florida Lumber Company wishes to 
employ man experienced in Retail Lumber and 
Building Materials who can list quantities and 
make estimates from plans, and sell to con- 
tractors. References exchanged. Address Box 
A-50 American Lumberman, Inc. 


RETAIL LUMBER SALESMAN WANTED 


Successful Florida retail lumber dealer wants 
to employ one or two men to promote consumer 
sales under Title 1 FHA budget plan. These 
sales can be financed over a 60-month period. 
Good opportunity for qualified men. Address 
Box A-51 American Lumberman, Inc. 




















Man 30 to 40 years with retail lumber and 
construction experience and executive ability. 
Old established firm. Opportunity of a lifetime 
for the right man. Address A-53 American 
Lumberman, Inc. 


Es OUTH FLORIDA 
RETAIL YARD MANAGER 


South Florida is experiencing tremendous 
growth which necessitates the expansion of 
our operation. You can enjoy the benefits of 
working for a well established company with 
unlimited promotional opportunities and em- 
ploye benefits. Write in complete details 
your experience in the lumber business and 
personal background enclosing a recent pho- 
togreph and mail to Box No. B-20. American 
Lumberman, Inc. 


WHOLESALE LUMBER TRADER WANTED 


Experienced man for large scale purchasing, 
shopping and pricing salesmen inquiries, and 
telephone sales. Prefer some one familiar 
with Ohio market. Excepti fi ial op- 
portunity! Write stating age, experience, refer- 
ences, Replies strictly confidentic!. Empire 
Wholesale Lumber Co., Akron 11, Ohio. 
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WANTED: Operator for a Yates American 
C75 Moulder and A20 Planer and Matcher. 
Experienced only. Must be sober and reliable. 
Steady all year round work. Excellent salary. 
Please state full qualifications, experience, 
references, and the last two places of employ- 
ment and salary expected. 


MARTIN'S LUMBER COMPANY 
w. C TNUT ST. EXT. 
WASHI GTON. PENNA. 


LUMBER SALES 


Our expanding organization has an excellent 
opportunity awaiting a man experienced in 
wholesale jumber and building supplies sales. 
Must have wholesale lumber experience. An 
agricultural background is preferred. Western 
Iowa territory. Salary, incentive plan, car 
furnished, and liberal employe benefits. State 
age, experience, personal history, education 
and salary requirements. 


CONSUMERS COOPERATIVE 
ASSOCIATION 


P. O. BOX 7305 K. C. 16, Mo. 
Atten: Dept. 16 

LUMBER YARD MANAGER 
Young man who has had experience as assist- 
ant manager and who now feels ready to 
take over as manager of good retail lumber 
yard in prosperous County Seat town. Ad- 
dress Box B21. American Lumberman. Inc. 








WANTED 


General Manager for a long established 
wholesale building jobber covering Southern 
New England. his will be an excellent 
opportunity and a lifetime job for the right 
man. There will be a salary plus incentive. 
This person must have executive ability, and 
be energetic. Must be sales minded an have 
a broad knowledge of both lumber and build- 
ing materials. ll replies will be held in 
strict confidence. All replies to Box B-22, 
American Lumberman, Inc. 


Wanted: An aggressive Manager for ‘privately 
owned P and building material 
yard along with coments hardware in North- 
ern Illinois, 70 miles from Chicago. Must be 
Management timber and have experience as 
estimator -— good general selling ability. 
Excellent ortunity with profit sharing. 
Address Box x B23, American Lumberman, Inc. 








SITUATIONS WANTED 











Retail Manager now employed, desire change. 
Due to death of owner yard is for sale. Mid- 
dle aged, married, Protestant. Honest, capa- 
ble and efficient all phases. Best references. 
Can take complete charge. Address Box B-25, 
American Lumberman, Inc. 





ACCOUNTANT 
OFFICE - CREDIT MANAGER 

Seeks Manager, Treasurer position or future. 
Employed major Michigan yard. Graduate 
accountant, extensive trade experience plus 
banking background. Excellent record and 
references. Married, age 39. Relocate any- 
where for opportunity. Address Box B-24, 
American Lumberman, Inc. 


BOOKKEEPER 


Prefer distribution yard. wholesale or some 
manufacturing. Consider any vacancy. Fa- 
miliar lumber terms. Been self oumeres for 
some time. Prefer other. Middle age. Address 
Box B-26, American Lumberman, Inc. 


Millwork experience available. capable of full 
charge, practical factory experience plus esti- 
mating and detailing. Can handle full mill 
— Address Box B-27, American Lumberman, 
nc 


Manager's position wanted. Man of 35 with 
eight years’ managerial experience. Excellent 
background. Address Box A-42, American 
Lumberman, Inc. 





SALES REPRESENTATIVES 
WANTED 








We want a man with an established 
following with builders’ supplies and 
jobbers to handle our complete line 
of sliding door hardware, very com- 
petitively priced. All answers confi- 
dential. Address Box A-43, American 
Lumberman, Inc. 





Sales Representatives, commission basis, to 
handle attractively priced and quality line of 
residential locksets for well established manu- 
facturer selling to lumber, building 7 
and hardware trade. Address Box A-47 

ican Lumberman, Inc. 


Manufacturers ads to carry revolutionary 
new enamel. Liberal c arrang 

This is a specialty item to use as a door 
opener. Write for details on this money maker. 
Ine. Box No. B-29, American Lumberman, 
ne 


MANUFACTURERS’ REPRESENTATIVE 
Fine opportunity for an alert manufacturers’ 
representative to handle nationally advertised. 
complete line of FIBERGLAS TRANSLUCENT 
STRUCTURAL PANELS sold through Building 
Material Distributors, Steel Erectors, Awning 
Manufacturers, Industrials, etc. Interview 
arranged in your city. Write us full informa- 
tion as to trade called on, lines handled, etc. 
Write Box B-30, American Lumberman, Inc. 


SALESMEN - REPRESENTATIVES 


One of America’s leadi facturers of 
aluminum screen doors and aluminum screen 
porch enclosures seeks salesmen with a 
following in lumber yards and hardware 
dealers. The salesmen will be given full co- 
operation, leads. etc. Write in full detail. 

confid Address Box B-31, 
American Lumberman. Inc. 

















SALES REPRESENTATIVES 
AVAILABLE 








Manufacturers Representative with established 
following serving lumber and building supply 
trade Virginia and Weat Virginia area, seeks 
additional line. Warehouse facilities. Write 
Box B-28, American Lumberman, Inc. 





Want quality factory building specialty lines 
of hardware, tools, doors, or allied lines to 
sell wholesalers in Congge and Washington. 
Write Box 566, Portland 7, Oregon. 


February 3, 1958, AMERICAN LUMBERMAN AND 








WANTED —- RAILS 








RAILS — FOR SALE 








BUSINESSES FOR SALE 





RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. FRANK 
480 Lexington Ave.. New York 17, N. Y. 
400 Park Bidg., Pittsburgh 22. Pa. 
105 Lake Street, Reno, Nevada 





MACHINERY WANTED 











Late Mode! Lumber Truck 
Capacity. about 10,000 board feet 
Address: P. O. Box 7, Tarrytown, N. Y. 





LUMBER & DIMENSION 
FOR SALE 








HARDWOOD STACKING STICKS 

For air or kiln-drying lumber. Also ideal for 
fencing. 6 ft. long. 44°" thick. 1’ to 2’’ width 
(Most are 2"'). Average weight each, 2 lbs. 
Used good condition. While supply lasts 
I'/¢ each in trailer truck or carload lots of 
approx. 10,000. F.O.B. Cincinnati, Ohio. ROSE 
BROTHERS COMPANY - 1400 HARRISON AVE., 
CINCINNATI 14, OHIO. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 


DOUBLE YOUR INCOME from your news 
paper advertising by using our Low Cost 
“Timber-r-r’’ cartoons. For FREE proofs write 
LILLY ADVERTISING CARTOONS, Box 167, 
Long Beach 1, Calif. 


New and reconditioned relaying rails, all 
weights, for dry kilns and other purposes. 


MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, W. Va 








USED MACHINERY FOR SALE | 
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We had to put on extra hands — since we 
started suggesting “Scorcu”’ Brand Masking Tape 
with every paint sale! 


FOR SALE 


V-60 Yates Resaw 60°° LH—tilt rolls 
Practically new. Pilot wheel set works 
for fractional sawing. V-belt drive 
75 HP. Six 18 gauge saws. Last 
word for complete unit. $8,100.00. 


HUSS LUMBER COMPANY 


1350 W. Fullerton Avenue 
Chicago 14, Illinois 


Complete operating manufacturing unit with 
spruce private timber located western Colo 
rado on railroad, German cant gang saw 
with automatic feed, Woods 412 planer 
excellent condition - West Coast burner, trim 
mer, and sorter chain, etc., all electric pow 
ered situated on seven car railroad siding 
and large drying yard including logging 
equipment consisting of bulldozer, Quick-Way 
trucks, etc.. for sale as going unit. Address 
Box B-35, American Lumberman. Inc. 


MILL MACHINERY 


Band Saw 64°' wheels, 8’ saws 

Knight Carriage, 4 blocks 20 or 36° long 

No. | Boss Timber Surfacer, size 30°'x16" 

Berlin Band Resaw. 54° Wheels 6" saws 

Ross Carrier, Model 70, 5 ton 

Mall Chain Saw No. 7 (Gasoline) 3 foot cut 

Monarch Uni-point circular CC Saw 5 H.P. 

Burroughs Moon Hopkins No. 7200 Calculating 
Machine 

Elliott Postal Card Printer 

2 Kardexes - 14 drawers - 

Above machinery in excellent condition with 

motors, starters, switches and fans. 


Bishop Lbr. Co., 2315 Elston Ave., Chicago, Ill. 


cards 3x5 


Building Material, Coal and Paint. Average 
last five years—$175,000. Excellent profit rec- 
ord. 35,000 inventory. Best town of four 
thousand in western Michigan. Good farming 
and resort area. Inventory at cost, reasonable 
appraisal on equipment. Will lease land and 
buildings or sell complete. $25,000 will handle 
for right party. Other interests reason for 
sale. Address Box A-38 American Lumberman, 
Inc. 


Complete lumber yard in Pennsylvania - vol- 
ume nearly one-half million per year - have 
plans to double volume. Operating in the 
black and showing an increasing profit every 
year. Everything must go - about $160,000.00 
will handle. Write Box B-33, American Lum- 
berman, Inc. 


FOR SALE 
Lumber Business, covering retail lumber, 
building supplies, coal, paint, plumbing and 
heating. 
Progressive and attractive established retail 
supply covering 30,000 trading area in South- 
western Michigan. Business established over 
forty five years. Owner age seventy wishes to 
retire. orthy of investigation. 
Approximately four acres land. Good build- 
ings. Railroad siding and paved street. Will 
sell inventory at cost, approximately $40,000, 
plus truck and equipment. Land and build- 
ings $80,000. Will sell for $125,000 or will lease 
land and buildings. Address Box B-34, Ameri- 
can Lumberman, Inc. 


LUMBER YARD FOR LEASE 

FOR LEASE, ERIE, PA. Modern lumber yard 
& equip., without inventory, available now. 
Open and closed lumber sheds, 532 Ft. private 
RR siding direct unloading from cars. 15,000 
sq. ft. ground area blidgs. incl. 13,000 7 ft. 
completely closed. Separate office ldg 
Approx. 4!/, acres. Corner location, easy truck 
access, within city limits, between U. : 
Routes 5 and 20. Prendergast Co., Cleveland 
5. Ohio. 


Lumber Yard in Wisconsin City of 15,000 
Annual sales average $125,000. Inventory 
about §25.000. Land, buildings and equip- 
ment, $14,000 plus inventory. Write Box B-32, 
American Lumberman, Inc. 














YOU can buy 


GY -eathine 


MILLWORK 


DIRECT 


From The Mill 


AND MAKE MORE ON 
EVERY SALE! 


When you buy truckloads or carloads from the mill your 
cost per item is much less. You stand to make a greater 
margin of profit on everything you sell 
windows and doors. 


Write The Silcrest Company, Wausau, Wisconsin 


Remevable Double-Hung Window Units © Casement Window Units © 
Slide-by Window Units © Weatherstripped Door Frames © Bifold Door Units 
® Stacking Awning Window Units © Combination, Self-Storing Storms and 
Screens (With Aluminum Framed Inserts) © Louvered Doors and Shutters © 
Combinetion Aluminum Doors © Panel and Sash Doors * And Others 


including Crestline 
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Lifts 10° Without Mast 

A mast-less_ electric-driven lift 
truck, called Elbolift, saves thousands 
of pounds from overall weight and 
gains visibility for the driver, yet lifts 
up to 120” and features a 10° back and 
5° forward tilt. Overall width is 48” 
and height is 80”. Tires are 16” wide. 
In tests the truck moved 52” square 
pallets loaded with 15,000 pounds in 
and out of a box car. Automatic 
Transportation Co., Dept. AL, 149 W. 
87th St., Chicago 20, Ill. 

Circle No. 235 on Coupon, page 72 


Job-Planned Truck Bodies 
Typical of a new of Job- 

Planned truck bodies now available is 

a three-quarter-ton service and utility 


series 


FOR INFORMATION ON 


Advertised Products 


Circle the numbers at the right which oppear 
the which 
wish date 


under advertisements on you 


FOR INFORMATION ON 


“What's New” Items 


Circle the code number at the right which 
corresponds to the number listed at the end 
of that particular “WHAT'S NEW” item. 


February 3, 1958 


Nome 


unit. Extra rigidity has been added to 
all 18 utility models in the line by the 
addition of two full-width cross-sills. 
General construction of the _ bodies, 
which range from one-half to one-ton 
units, is of 12, 14 and 16-gauge steel, 
with understructure of 12-gauge steel. 
Compartment capacity ranges from 35 
cubic feet in half-ton models to 68 
cubic feet in one-ton models. Reading 
Body Works, Inec., Dept. AL, Reading, 
Penna. 
Circle No. 236 on Coupon, page 72 


More Dealers Than Ever 
are Now Reading 
AMERICAN LUMBERMAN 


MUTATE 
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| 
| What's Your Answer? 


(Questions on page 67) 


(1) Larger “open-planned” kitch- 
ens and (2) wider use of built-in 
appliances. See article page 30. 


Ink marks to show exact location 
for nails. See ad page 11. 


In homes built within the past 10 
years. See article, page 45. 


Rotary Mower File. See ad, page 


17. 


Installation service. See article, 


page 60. 


on the Date-to- 
program now in full 
See ad, pages 28-29. 


By capitalizing 
Decorate 
swing. 





Six hundred. See Newscast, page 
‘. 


To hold fixtures securely on hol- 
low-core flush doors. See ad, page 
17. 


Skill in proving how the package 
can save the contractor time and 
money. See article, page 54. 


Maze Stormguards. 
17. 


See ad, page 





“WHAT'S NEW!” 


1? 
31 
51 
71 
91 


12 
32 
52 
72 
92 


13 
33 
53 
73 
93 
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34 
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19 
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239 240 
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299 300 


Position 





(Pleose Print) 


Street 














Mail to American Lumberman & Building Products Merchandiser, 139 N. Clark $t., Chicago 2, ill. 


February 3, 1958, AMERICAN LUMBERMAN AND 
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Truck Inc 


Popular demand for the “Lumber- 
jack," coupled with requests from 
many lumber yards for a heavier 
unit, has resulted in the develop- 
ment of the ‘Lumber King,” heavy- 
duty lumber delivery truck. 

The “Lumber King” incorporates 
many successful features of the 
“Lumberjack,” such as maneuver- 
ability, ease of handling and half- 
cab design for maximum payload 
and front or rear loading and un- « 


» Ai 

loading. A full width roller in front Ge. Le 
and split roller in rear, make pos- — 
sible the roll-off of different 
strapped bundles on the same trip. LOADED 
Over 21’ of usable space permits 
loading practically any combina- 
tion of lumber, including longer 
lengths and roles. 
The economy of handling bundled 
material by a fork lift truck will 
be furthered by using a "Lumber 
King" for your deliveries. 





Write for full information. UNLOADING 


and the popular LUMBERJACK 


In three short years, the 
"Lumberjack" has revolu- 
tionized jag-load delivery 
in the lumber industry. A 
‘ m : | Il a accommo- 
Above is average of timber being cut today on our second y pret sr eating plywood 


cycle cutting on 200 Thousand Acres of timberland. Annual and other flats. Cabinets in 
cut 22 Million feet for past half century under exacting skirt area hold kegs of nails 
Forest Management Plan without depletion. and small packaged orders. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 








; : : WRITE FOR 
Air-dried QUALITY LUMBER  Kiln-dried FREE CATALOG COMMERCIAL BODY CORPORATION 
233 W. GARDEN ST. DEKALB, ILLINOIS 
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New Literature 





Technical Data 


File Economy. Handy guides for measuring filing costs 
and results along with a detailed plan of action to improve 
filing efficiency are made available in a 28-page manual, 
“How to Measure Your Filing Costs and Efficiency.” Rem- 
ington Rand, Div. of Sperry Rand Corp., Dept. AL, 315 
Fourth Ave., New York 10, N. Y. 

Circle No. 237 on Coupon, page 72 


Heavy-Duty Trucks. An eight-page, full-color catalog de- 
scribes and illustrates six heavy-duty International all- 
wheel-drive truck models of cab-forward design. Included 
are the four-wheel-drive International models AC-170 and 
AC-180 with GVW ratings of 18,000 and 20,000 pounds, 
respectively, and four six-wheel-drive models with GVW 
ratings from 22,000 to 33,000 pounds. All units are available 
with either gasoline or LPG engines. International Harves- 
ter Co., Dept. AL, 180 N. Michigan Ave., Chicago 1, Ill. 

Circle No. 238 on Coupon, page 72 


Space-Klips Hardware. A new 12-page catalog illustrates 
a full line of Space-Klips display hardware for perforated 
panels and shelves and shows hundreds of items in actual 
usage. Hardware for 4%” and %” perforated panels are 
listed, including an entire section of new Diamond Klips 
for diamond perforated metal panels and shelves. Reflector- 
Hardware Corp., Dept. FP-AL, 1400 N. 25th Ave., Mel- 
rose Park, Ill. 

Circle No. 239 on Coupon, page 72 


Glass Block. The new 1958 catalog describing Owens- 
Illinois glass block, its uses, functions and installation 
methods is available. The new edition lists the various dec 


orative and functional patterns, including the newest de- 
signs in solar-selecting glass block. Details of the 
functional advantages of both solar-selecting and light- 
directing designs are also provided. Kimble Glass Co., sub. 
of Owens-Illinois, Dept. AL, Toledo 1, Ohio. 

Circle No. 240 on Coupon, page 72 


Consumer Data 


Home Workshop Primer. A new 36-page, two-color cata- 
log covering Delta’s entire new line of advanced design 
Homecraft tools actually teaches homecraft as well as sell- 
ing Homecraft. Action photos and operational close-ups 
and drawings show graphically how typical workshop tools 
may be used. A new feature is a series of brief Helpful 
Hints, which are useful to any homecraftsman. Delta Power 
Tool div., Rockwell Mfg. Co., Dept. AL, 479 N. Lexington 
Ave., Pittsburgh 8, Penna. 
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Olympic Redwood Stain. A three-color folder shows, in 
color, the four shades of Olympic Redwood Stain now avail- 
able. The folder also tells how to apply this stain for the 
best results and how to achieve a semi-gloss effect, if one 
is desired. Olympic Stained Products Co., Dept. AL, 1118 
Leary Way, Seattle 7, Wash. 
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Ideas for Home Improvement. Two new full-color bro- 
chures advise homeowners on improving or remodeling 
their rooms. One of them, entitled “Family Rooms in 
Beautiful Weldwood,” gives 100 illustrated specific sug- 
gestions for remodeled rooms, built-in cabinets and shelves, 
etc. The other, entitled ““Weldwood Prefinished Paneling,” 
shows the types and species of prefinished wood panels and 
moldings available from U. S. Plywood Corp., Dept. AL, 
55 W. 44th St., New York, N. Y. 
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Trade Mark 


DOUGLAS FIR 


Registered 
SUSANVILLE, CALIFORNIA 





PONDEROSA PINE — SUGAR PINE 
WHITE FIR 


Annual Production 60 Million 
High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


Sales Office at Susanville, California 


INCENSE CEDAR 


ANDERSON, CALIFORNIA 
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HANDIEST TOOL IN YOUR YARD 


One man using a WHEEL-IT does the work of a man 
and a truck or two men. 

SEND FOR FREE INFORMATION 
and prices on model 550 WHEEL-IT lumber buggy. 


HAWKEYE INDUSTRIES, 820 Vivian, Longmont, Colo. 
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NMsulation .. .' 


BUILDING INSULATION 
Paul D. Close . $5.25 


| 

| 

! 

| 

Anything you, your sales staff and contractors want | 

to know about insulation can be found in this book | 
Covers the entire field of heat and sound insulation, 

including the development of commercial insula- | 

tions, types and how toapply, theory and economics | 
of thermal insulation, relative heat-loss co-effi- 

cients of materials, fuel savings of various insula- | 

tions, how to prevent condensation. 402 pages | 

| 

| 

| 

| 

| 

| 

| 

| 


AMERICAN LUMBERMAN, INC. 


139 NO. CLARK ST., CHICAGO 2, ILL 


Enclosed is my check in the amount of $5.25 for 
the above book 


Name 





Address 





City, State 





, 


February 3, 1958, AMERICAN LUMBERMAN 





For weather-resistant siding... 
suggest INCENSE CEDAR 


...durable, workable and carefully dried 

































































INCENSE CEDAR © one of the country’s best co — te weg folder 
about Incense Cedar to: 


—_e — ven = — eer varenneinid — WESTERN PINE ASSOCIATION, 
it provides a high dimensional stability against swelling Dept. 702-D, Yeon Building, 

or shrinkage. For protection against heat and cold x Portland 4. Oregon. 

Incense Cedar is one of the finest wood insulators. It 

readily takes—and holds—paint or any of the many varieties 

of modern finishes. With Incense Cedar, you have one 


Western Pine Association 


For paneling and woodwork, Incense Cedar is also a ! cee anchanrpibentnactegaieh naar At 
popular choice because of its character istic knots. ! Idaho White Pine - Ponderosa Pine - Sugar Pine 
White Fir - Incense Cedar - Douglar Fir + Larch 
Red Cedar-Lodgepole Pine- Engelmann Spruce 


of the finest siding materials available. 


aceful grain and fine workability. It is resistant to daily 


or 
wear and is easy to maintain. Incense Cedar is usually ; ies 
Today's Western Pine Tree Farming Guarantees Lumber Tomorrow 


available in mixed car shipments. Inquire from your 


Western Pine Mills. 
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4100-300 UNIT SALES 


are yours when the Do-lt-Yourselfer 
builds his own porch, patio or breezeway! 


Big sales ... big market! Thousands are building screen porches. 

Additional thousands need porches for added living space and cool, outdoor 
summer comfort. 

Your chance for many sales. Big sales. Your chance to sell up to $300.00 
worth of screening, framing and related items at once! Ask your wholesaler 
how you can participate in the Chicopee-Reynolds patio promotion. 

Get your free point of purchase patio display and free porch-patio plans 

for your customers! 


C H COP EE Finerslas Screening 


The do-it-yourself screening that’s best for porches and patios because 


it’s the easiest to work with, dent-proof and longer-lasting. 
CHICOPEE MILLS, Inc., Lumite Division, 47 Worth Street, New York, N. Y. *T.M.0.C.F. Corp 
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